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CIRCULATION : 302,542 (A.B.c. 
JAN—JUNE 1955) 


eke READERSHIP: 776,000 (LP.A. 
SURVEY 1954). 


The Birmingham Mail 


38, NEW STREET, BIRMINGHAM, 2. 


MOST READERS— 
HIGHEST SPENDING POWER 
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PRO’s ‘must not 
be barrier’ 
Viscount Chandos, chairman 


of Associated Electrical Indus- 
tries Ltd., speaking at a luncheon 
meeting of the Institute of Public 
Relations last week said that 
public relations officers should 
exist to make their companies 
accessible to the press, and not 
act as an impenetrable barrier 
or very dense filter. 

It was also most desirable, he 
said, that men who are working 
on the shop floor, making a com- 
plicated machine, should know, 
for example, what effort had gone 
into selling it, what journeys had 
been made by salesmen or sales 
engineers, by air or by sea, what 
work they had had to do, what 
competition they had had to 
meet and what deliveries they 
had had to promise. 


Co-op revenue up 


An increase in trading revenue 
from all sources of 5.9 per cent 
compared with the correspond- 
ing trading period has been re- 
ported by the Co-operative Press, 


Ltd., proprietors of Reynolds 
News, for the half year ended 
March 31. But rising costs dur- 


ing the half year more than off- 
set the revenue increases and 
there was a loss on the half year 
of £17,741. 


Departments merge 


The advertising department of 
the Weston Biscuit companies and 
the Ryvita Company Ltd. which 
was previously at Buckingham 
Avenue, Slough, has been merged 
with that of Allied Bakeries Ltd. 
and moved to the offices of the 
Aerated Bread Company’ \Ltd., 
17, Camden Road, N.W.1. 
Charles Butler, the group adver- 
tising manager, will continue to 


have his office in Berkeley 
Square, W.1, and his assistant, 
A. G. Kendall, will now be 


located at the ABC ‘Ltd. 


Wastage on 
‘standard’ 


Sir,—It is hoped, presumably, 
that the British Standard size of 
11 in. by 84 in. for technical 
literature will gain favour and 
become generally adopted in 
industry. While I am _ certain 
that this size was settled upon 
after consultation with experts, 
experience shows that it is an 
uneconomical one. 

When literature is not bled off, 
this size presents no problems, but 
in the case of four- and eight-page 
formes which are printed to 
bleed, not enough paper is left 
out of a standard medium or d/m 
sheet for block flanges, gripper 
space and surplus paper, ensuring 
that all block edges have a suffi- 
cient reproduction margin. 

The two alternatives appear to 
be either using a larger sheet with 


THIS WEEK 
“Too many poster gimmicks,” says 
Stuart Lewis—page 60. 


NEXT WEEK 
Top Executives Press Survey. 


a subsequent wastage and in- 
creased costs, or literature especi- 
ally designed to suit this sug- 
gested size. 

While one could legitimately 
say that the second offers a 
perfect solution, would not a 
slightly reduced size, i.c. 10} in. 
by 84 in. allow fuller freedom in 
the designing and production? 

Incidentally the Americans 
usually adopt the standard size 
of 11 in. by 84 in. but they have 
a stock flat sheet of 19 in. by 


24 in. which, of course, suits the 
case admirably. 
St. Johns Wood, I. Kien. 


London, N.W.8 


‘Little’ errors 


mean so much 


Sir,—Quite often I doubt 
whether most of the people who 
handle the advertising of Britain's 
export trade, especially to coun- 
tries where the customs, language 
and culture is quite different to 
that of their own, know their 
work, 

In Malaya and Singapore, for 
instance, do the agencies under- 
taking this facet of advertising 
indulge in any form of market 
research as regards to the choice 
of media, layout or language to 
be used? It may surprise them to 
know _ that even in spoken 
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Chinese, a discriminating choice 
of one out of at least six of the 
most common dialects in use 
must be made. 

A few days ago I saw a new 
documentary film being made by 
one of the leading concerns 
advertising a well-known toilet 
soap for the Malayan market. 
Except for the brilliant idea of 
using a native model, which 
psychologically is an excellent 
selling point, the film would have 


fallen quite flat had I not 
indirectly given a few simple 
suggestions. 

First, the message to be read, 


when retranslated into English, 
not only lost most of its selling 
points, but practically severed all 
connections between the film and 
the message. Second, they did 
not even know the existence of 
the difference between “classical” 
and “bazaar” Malay. To my 
calculation the difference is at 
least a million more people who 
will understand the message. 
Third, a Chinese was employed 
to read the script when the ser- 
vices of many Malay students in 


London can be just as easily 
obtained. 
If the advertising agencies 


handling this type of advertising 
would only take note of these 
little points, insignificant though 
they may appear to be, we may in 
them find the answers to Britain’s 
declining export trade. 

Tom TAN 
Kensington Park Gardens, 
London, W.11 


I’m an editor 


not a clerk! 


Sir,—I had a telephone call 
the other day from a PRO at an 
advertising agency. He wrapped 
up his query, but he really 
wanted to know if we had printed 
a report of a machinery demon- 
stration held three weeks earlier. 

I told him we had. And I 
told him the date of publication. 
He then asked me to send him a 
copy containing the report. 

Don’t advertising agents’ em- 
ployees take the trouble to lay 
on delivery of papers in which 
they seek editorial comment? 

And if they lay them on, why 
don’t they read them? 

Is it regarded as easier, or more 
efficient, or better public rela- 
tions to ask editors to act as 
back number clerks? 

S. C. CHANDLER, 
Editor. 
The Grower, 


Doughty Street, W.C.1. 


May 18, 1956 


. . 
Ad role increasing 
. . 
in India 
In spite of the “socialistic struc- 
ture” planned by the Indian 
Government, a_ large private 
sector retained in the national 
economy will mean advertising 
must play an increasingly impor- 
tant role, it is claimed by D. M. 
Khatau, shipping and textile 
magnate, who has been clected 


chairman of the Indian Society of 
Advertisers. 


A manufacturer of a new pro- 
duct could look forward to reach- 
ing a market of over 360 million, 
he said. It was a market not 
easily reached, however, with a 
population living often in inacces- 
sible villages and with a large 
percentage of illiteracy. Plans 
were afoot to overcome these 
handicaps of distance and ignor- 
ance. 


But, said Mr. Khatau, it was 
not enough to appeal to the 
Government to recognise the 


importance of advertising, if pro- 
ducers themselves did not take 
advertising as seriously as it 
should be taken. 


Poster men discuss 


effect of TV 


The effect of commercial TV 
as a rival medium to outdoor ad- 
vertising was one of the subjects 
informally discussed at a lun- 
cheon of the Outdoor Advertis- 
ing Agents’ Club on Tuesday. 
Guests included John Mills, pre- 
sident, British Poster Advertising 
Association, and Bruce Farquhar, 
president-elect; Eric Miles, presi- 
dent, London Poster Advertising 


Association, and A. A. Leopold, 
president-elect ; 
tratt, 
tions. 
Ernest Puplitt (Poster Services, 
Ltd.), chairman of the Club, pre- 
sided. 


and H. H. Malla- 
secretary of both associa- 


¢ LARkswood 2241/2 
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Advertise in Europe 
the Milhado way! 


Il. First consult the 
Milhado Advertising Map 


2. Look for technical details 
in the Milhado Rate Cist 


nat 


THE 
ere 


3. Telephone for additional information if 
mecenary to the Milhado Enquiry Department 
gm JREmantle 8592]3 


Then place your order 
through the 
Milhado Organisation 


Principal advantages: (a) Only 1 order to write out. 
(b) Only 1 firm to deal with. 
(c) Only 1 invoice to book. 
(d) Only 1 payment to make and no ess mers 
forms to complete. 


Albert Milhado & Co. Ltd. 


140, Cromwell Road, London, S.W.7. FREmantle 8592/3 


— The Experts on Foreign Advertising — 
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Use the Empire News & 
Sunday Chronicle to cover the 
multi-income families, the families 
with most money to spend 


The combined Empire News & Sunday Chronicle owes its 

remarkable success to a formula of provocative, entertaining 

journalism. Lively news coverage and a wide range of 

topical features have secured. an all-family readership of 

over 7,300,000. Multi-income families accounted for 
55%, of Empire News readers (1.P.A. 

Multi-Income Families Survey), a higher percentage than any 

It is estimated that over half the readers of the Empire News other national paper, Sunday or daily. 

& Sunday Chronicle come from homes with more than one The Sunday Chronicle figure (53%) was 

wage-earner. These families are the cream of the national not equalled by any other Sunday paper. 

mass-market; they have the most surplus money to 

spend. 


Strength Where it Counts 

An exceptional proportion of the paper’s readers live in the 
major conurbations where retail distribution makes for 
faster turnover and higher sales. And its strength in the 
North of England, where the aggregate sale of other Sundays 
is markedly below average, means that the Empire News 
& Sunday Chronicle must be used for balanced national 
coverage on any Sunday schedule. 


Fifty per cent of Sunday Chronicle 
readers came from the eight major 
conurbations. The Empire News(49%) 
had a higher proportion than all other 
mass-circulation nationals, 


1 person in 5 reads the Empire News & Sunday Chronicle... 


it must be used for balanced national coverage on any Sunday schedule 


Millinch Rate ‘4, 51d. March Net Sale (ABC formula) 2,623,805 Display Rate £16.10s Estimated Readership : 7,300,000 


JACK EVERETT, ADVERTISEMENT MANAGER, KEMSLEY HOUSE, WC! * TERMINUS 1234 
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RECORD 1,400 AT ‘ALL HAVE YOUR SAY’ CONFERENCE 


Early action is planned on 


export schemes 


AA RESPOND TO BRIAN MacCABE’S 
APPEAL FOR FOLLOW-UP 


A 


PRELIMINARY report on the “new look” Conference 
held in Brighton last week— Wednesday to Saturday—was 


being considered by the executive of the Advertising Associa- 
tion in London yesterday (Thursday). 


COM IMENT 


THE VELVET 
CURTAIN 

The Brighton Conference was an 
outstanding success. It pro- 
duced a number of first-class 
ideas to improve advertising 
techniques and organisation. 

But, above all, it threw up two 
major schemes designed to aid 
the export drive: an agency 
tie-up to collect dollar market 
information, and a_ special 
exports conference. 

All this came in due course from 
the working sessions at which 
there were opportunities for all 
to raise their voices. 


* 


Was this, then, the perfect con- 

ference? Not quite, for a great 

opportunity was missed to tell 

the public what advertising is 
doing. 

At the free-for-all session the 
Conference chairman chal- 
lenged a leader in “Adcon- 
ference Daily” which said that 
this would be remembered as 
the hide-your-light-under-a- 
bushel Conference. He said 
the ban on reporters at the 
working sessions should stay. 

Brian MacCabe is wrong. The 
press should be given first a 
the story of advertising 
work. 


Next year the velvet curtain 
should be lifted. 


tions made at the sessions. 


The council will consider a 
final report in detail in July. 
Already, however, influential 
members have expressed the view 
that the “all have your say” 
pattern set by Conference chair- 
man Brian MacCabe was a 
success. It is expected to be 
followed again next year. 


Striking features 
Brighton event were: 


of the 


@ The announcement of a plan 
for a group of advertising agents 
to examine dollar market poten- 
tial. 


@A _ proposal to hold an 
Exports Conference in London 
in the autumn. 


@An appeal by Brian 
MacCabe for follow-up action on 
proposals made during the Con- 
ference. 

The Exports Conference is 
likely to be staged by the AA, 
but other organisations might be 
asked to co-operate. 


Early action by the Associa- 
tion is planned on other sugges- 


Nergene use 


BRIGHTON AGAIN? 


When the executive of the 
Advertising Association met 


yesterday (Thursday) they 
were due to consider protests 
made by provincial delegates 
against a proposal to hold the 
Conference in Brighton again 
next year. This would be the 
fourth time it had been held 
in the town since the war. 
Meanwhile headquarters hotel 
accommodation has been re- 
served for Wednesday, May 1 ¢ 
to Saturday May 4. 


Sir Edward Boyle speaks to the opening session of the AA Conference. 
He gave the 1,400 delegates a message from the Chancellor of the Exchequer 
in which they were assured of his awareness of the contribution the AA 


could make to aaats prosperity. 


‘Harella io Distend 


L. Harris (Harella) Ltd., manu- 
facturers of women’s coats and 
suits, have appointed Dorland 
Advertising Ltd. to handle their 
advertising. A new campaign is 
being prepared for the national 
press, and women’s magazines. 


No ITA decision 


The ITA’s announcement 
the Scottish programme con- 
tractor has again been delayed. 


of 


Discussions are continuing. 


(See page 5.) 


ON OTHER PAGES 


AA Conference report and 
pictures eae a 
10, 12, 14, and 1 


Graphic Arts: ee 81. 

News About People: Page 82. 

Current Advertising: Page 86. 

Other news: Pages 81, 84, 
and 86. 

All the usual news and news 
features, either held over or 
curtailed this week due to pres- 
sure on space, will be back 
next week in full. 
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@AA CONFERENCE—THE CHANGING ECONOMY 


‘KEEP SALES INCENTIVE’ 


“WORD ‘RESTRAINT’ IS NOT IN 
OUR VOCABULAR Y’—TOMALIN 


“When I was invited to speak to you on ‘Is the Economy 
Changing,’ I found myself asking the questions: ‘Is it?’ ‘Who 
says it is?’ Frankly, I am not aware of the fact, and I hope 
that you are going to decide that it is not changing at all,” 
H. R. Tomalin, chairman of Jaeger Ltd. told the opening 


session. 


The only changes were surface 
ones—the new role of the shop- 
keeper, the more alert attitude 
of consumers—but this country’s 
economic policy, involving com- 
petition between industrial com- 
panies, produced in the long run 
the best results for the com- 
munity as a whole. 


For this reason it was vital that 
the sting should not be taken out 
of the driving force of the 
economy—competition—by _ex- 
hortations to restraint. 


Mr. Tomalin said: “When Mr. 
Macmillan introduced the Gov- 
ernment White Paper on econo- 
my to the press on March 
22 he used these words: ‘The 
problem of inflation is due to 
our own lack of restraint. He 
went on to say that this was a 
problem which could not be 
solved by the Government alone. 


DANGEROUS DAMPING 


“At the time it seemed to me 
to be something which, although 
it is probably not intended that 
way, introduced a very dangerous 
damping down and dilution of 
effort. 


“If it were taken literally one 
could almost say that you adver- 
tising men should not be trying 
to sell as much as you possibly 
can, or at any rate that you 
should not be making a flat-out 
drive forward to the expansion 
which I am sure you all feel is 
necessary. 


“I feel that these exhortations 


that we receive so frequently 
from the Government to restrain 
this or that are dangerous. They 
have the effect of adulterating 
the motive forces which make 
our economy tick. 


“I suggest that your conference 
could very well give this mes- 
sage to the Chancellor: ‘Please 
don’t use the word “restraint” to 
us because it does not exist in 
our vocabulary. Our foot must 
be all the time on the accelerator 
and never on the brake.’ 


“E think you are also quite 
entitled to say that if industry 
is asked to do some particular 
thing, then there should be an 
incentive. 


“We know to the very marrow 
of our bones the need for 
exports. I suggest that when ex- 
porting is profitable industry will 
do it naturally. When it is not 
profitable it is up to the Govern- 
ment to make it so by the appro- 
priate fiscal measures. 

“Industry is modernising its 
ideas, and I think we are there- 


fore entitled to ask the Treasury 
to do the same.” 


But what of those surface 
changes in our economy? Mr. 
Tomalin noted the following: 


@ The role of the shopkeeper had 
changed, so that he was now 
providing a “gracious service” 
which was not available to the 
customer at the super-market. 
@® The customer's attitude was 
one of increased alertness. 
His—or her—interest in such 
things as design was on the 
increase. 

That was where advertising 
came in. While it was still the 
task of advertising to get more 
sales, both retailer and consumer 
could be served by greater efforts 
to tell more about the products 
that were being advertised. 

“The only change,” said Mr. 
Tomalin, “is in the possible need 


CONFERENCE QUOTES 


“Industry today needs the sales- 
man’s mind and vision, backed 
by the skill and science of a 20th 
century advertising approach, 
more keenly than ever before.”— 
Sir Miles Thomas. 


“There is no doubt that part 
of the efficiency of a productive 
upon the speed 


system depends 


A top-level 


informal conference—between (I. 


to r.) J. L. Verrinder 


(“Punch’’), Douglas Bain (S. H. Benson), Harris Kamlish (Odhams) and 
R. H. Penney (Northcliffe Newspapers). 


and effectiveness with which 
managers and employees receive 
the inspiration and information 
that is necessary to good morale 
and good work.”—James Craw- 
ford. 


“I am breaking what I con- 
sider to be a fundamental rule 
for the good conduct of affairs— 
that company chairmen should 
keep their fingers out of adver- 
tising. But when I was a junior 
executive I learned that that is a 
rule which is very seldom ob- 
served.”—H. R. Tomalin. 

“A technical agency is merely 
an agency that has not succeeded 
in acquiring a consumer account.” 
—Delegate at secret session. 

“I do not think we need apolo- 
gise for advertising. I think the 
time has gone when we need have 
any inferiority complex.”"—G. R. 
Pope. 


“Creative people are trodden 
on. Far more good original ad- 
vertising goes into the wastepaper 
basket than ever goes into the 
newspapers.” — Speaker at the 
creative session. 


FULL HOUSE 


to revise methods. I am very 
conscious that you are revising 
methods, and all I am really 
suggesting now is more of the 
same thing. 

“The appeal of what I call the 
loud shout in advertising by itself 
is no longer enough. 

“The shopkeeper is a passer- 
on of brands, and he must be 
told in exactly the same way 
as the actual customer what is 
the product inside the package 
and all the things which need to 
be known about it before some- 
body buys it,” said Mr. Tomalin. 

CALL IN BEST BRAINS 

The task of advertising was to 
link the presentation with the 
product, and to give as much 
thought and attention to the pre- 
sentation as was given to the pro- 
duct itself. And, the most im- 
portant task of all, the client had 
to be convinced that nothing but 
the very best was good enough. 

“Faced with new materials. 
new techniques in industry, and 
a new and much more alert con- 
sumer, you have got to call in 
the best brains and the finest 
creative talent in the country, 
cost what it may, in order to 


make advertising really success- 
full,” Mr. Tomalin concluded. 


A_ keen “Adconference Daily’ 
reader was Lord Luke. 
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for everyone’ 


PRAISE FROM THE TREASURY FOR 
AA’S MARKETING AID 


There was no divergence between the interests of advertisers and 
the interests of the Government, Sir Edward Boyle, Economic Secre- 
tary to the Treasury, told the Conference’s opening session on Thurs- 
day morning. Both parties’ activities were directed at the building up 
of industrial strength at home, so that this country’s standard of living 
might rise. 


@AA CONFERENCE — STIMULATING THE URGE TO WORK 


Advertising’s aim—‘a better living standard 


ADVERTISER’S WEEKLY 


| ‘A VALUABLE CONTRIBUTION’ 


' 


Games&toys) ee 
re ON EOMFERENLE 
The Larger | 


BRIGHTON, (956, SOUVENIR. 


Pubhthed o 


“ Premewd by Advertiver’s Weeks 


The Government's policy of 
curbing total demand was aimed 
at husbanding our productive in- 
vestment, while the advertiser’s 
role was that of making people 
want to consume more, to feel 
the urge to produce more, and 
thus create more work. 

“You are constantly bringing 
to the minds of the public new 
products, and it seems to me that 
if we are to have a dynamic 
society, a society in which people 
want to better their own position 
and in which we are going to 


| Message from the 


Chancellor 

Sir Edward Boyle brought 
to the Conference a special 
message from the Chancellor 
of the Exchequer. 

Mr. Macmillan had asked 
him to say that everyone at 
the Treasury was “fully aware 
of the contribution which the 
Advertising Association can 
make to Britain becoming an 


_ we | ever more prosperous 
better our position in world mar- nation.” 
kets, it is very important that Sir Edward congratulated 


people should want to consume 
new products. 


the AA on the establishment 
of the Advertising Research 


“In itself, nothing could be Fellowship at the London 
more welcome than the very School of Economics. This 
great increase in the demand for would be a real contribution 

’ durable consumer goods during to advertising and the 


these last years. 

“It seems to me that one can- 
not recall too often that the 
whole object of industry and the 
whole object of the productive 
process is that people should 
consume more.” 

Sir Edward then turned to the 
salesmanship that was required 
to sell our vital exports. While 
we were learning a good deal 


national interest, he said. 


about what went on in other 
parts of the world, he thought a 
study of American methods 


would be good for us all. 

“If we can learn these lessons, 
there is no reason to be in the 
least fearful for Britain’s indus- 
trial future, because we shall be 
able to ally all- our technical 
skills to sales techniques and an 
understanding of the market. 

“We have got to study sales- 
manship. We have got to study 
the way in which we can make 
the best advantage of market 
techniques, and it is here par- 
ticularly, I believe, that your 
Association gives such a very 
good service to the nation.” 

Everyone at the Treasury, 
said Sir Edward, thought that 
if we were to achieve our objec- 
tive in the world we had to co- 
operate. 

“We are fully aware of the 
contribution which your Associa- 
tion can make to Britain’s be- 
coming a prosperous and ever- 
more prosperous nation with 
rising living standards, based on 
a dynamic urge to increase our 
production and sell our goods in 
the markets of the world.” 


One of the well-informed delegates 
who took a copy of “Adconference 
Daily” in to the sessions. 
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With their morning newspapers on Friday and Saturday delegates received 


“Adconference Daily,” published by ADVERTISER'S WEEKLY. 
and pictures of the previous day's activities. 


It gave reports 
Delegates liked it and said so. 


And this is what two leaders of advertising said publicly during the final 


Hubert A. 


Session: 


Oughton: “Adconference Daily’ 
valuable contribution to our interest in this Conference, Brian Mi: 


has been a very 
acCabe : 


. the very helpful and interesting ““Adconference Daily,” which I would 


hope personally can 


“Would it be asking too much for the advertising profes- 
sion to use its influence with its clients to help create among 
people at work the right attitudes to the job and to each 
other?” the Conference was asked by James Crawford, chair- 
man of the Productivity Council and general president of the 
National Union of Boot and Shoe Operatives. 

He applauded the one or two recent cases of firms featuring in 
their advertisements the workers who make their products. 


“This is a good thing,” he said. 
“If you are going to say what 
good value for money a product 
is, it is surely interesting to 
explain how it came to be good 
value for money, that is, what 
productive techniques of 
organisation and deployment of 
money, materials, machines and, 
above all, the work of men and 
women, were used to produce the 
article at such a price. 

“This sort of story in an adver- 
tisement would do much to pro- 
pagate among management and 
employees the feeling that pro- 
ductivity was desirable — and 
especially would it underline the 
effect of higher productivity on 
the individual pocket.” 

Advertising men understood 


about deploying their efforts 
effectively and measuring the 
results of them. They were 


accustomed to the idea of con- 
stantly improving methods and 


e repeated another year. 


‘YOUR ADS SHOULD TELL THE 
STORY OF WORKERS’ — union cuier 


measuring results. In industry 
this sort of thing was called 
“work study,” and Mr. Crawford 
said that he had seen this term 
used only once in an advertise- 
ment—by a building contractor 
who was proud of the better 
service to customers he could 
give as a result of applying these 
techniques. 

“Without losing any part of 
the effectiveness of what adver- 
tising sets out to do, I am sure 
much more could be done in the 
papers, on the screen, on the 
hoardings, on commercial TV. 
and in the thousand and one 
ways in which you reach the 
public, to stimulate a more 
lively and enthusiastic attitude 
towards productivity. 

“Your main object is to sell 
the products of an individual 
client. The main object of the 
British Productivity Council is 
to make sure that we get the 
maximum of those products with 
the minimum expenditure of 
resources. 

“Our eyes are on the selling of 
Britain’s products as a whole at 
prices that can compete in world 
markets. I ask you to help us 
as much as you can with our 
objective, for it is helping you 
with yours.” 


aaa lt eee mS i ey . n 
a 5 Se 
1 Peano | 
ee 
ee FE — 
| “Games & Toys’ 
j GumortS Abe | 
j TOY TRADE JOURNAL ] 
} / = . The Largest | 
METT paso.toR | WETT PAID-FOR 
CIRCULATION CIRCULATION | 
- in the Trade ! il in the Trode ) 
TE mi a 
| SS SS 4 
' SS 
i ES ie es hte. ati ee OP ; 
? 
| | — 
i ta | Ie ad | i : | 
| eet Fv an, ts vow: wyatt: foray tae ponte ee 
Oba. we | | 
Rok W%, agit sie? Saar eontoenace dant tows ane inidag 
| ’ 4 S—- a mse wRaceag see hat be tows soe Rice OF mee ’ 
‘ t ; acon,” ead Bie Mectine tars. eat ome eel ma, Caine 
Ot 5440 ae ee 
| w ” Or : pow Bi 7" 
“ > | 
_ On other poge: | 
. | aan. gat paw mee — } 
{ 
# 
‘ 
y ’ 
4 
_ oisaseueinsenademaee PC 
ii — 
oa 
-. 5 Be 2 on 
a ind r 
sé By se 
| ha 
« M, ™ wat % 
: . 
ee eee ‘ier - = 


ADVERTISER’S WEEKLY 


No part-time 


salesmen 


“The importance of export 
business is so great that we in 
the advertising business should 
employ full-time brains to 
concentrate day in and day 
out on export advertising and 
marketing. Export advertising 
and marketing are not part- 
time jobs ; they need full-time 
work from both manufac- 
turer and his advertising 
adviser ; they also need the in- 
terest, sympathy and under- 
standing of the worker and 
the general public.’’—Clifford 

Harrison. 


from one 


e@ AA CONFERENCE— EXPORTS, MEDIA 


May 18, 1956 


encies plan U.S. market survey 


to aid dollar export drive 
‘AN INVALUABLE SERVICE’ 


“News of tremendous importance to British exporting 
interests” was given by Hubert Oughton, chairman of W. S. 


Crawford Ltd. to the private session on exports. 


This was 


revealed by Clifford J. Harrison, reporting on the session to 
the full Conference on Friday morning. 


Research should stem 


authority 


More readership facts wanted 


Recommendations that national surveys should stem from 
a single authority, and should be divided into three sub- 
sections—for the national and provincial press, for magazines 
and periodicals, and for trade and technical magazines of 
special, limited appeal—were put before the Conference by 
A. C. Buck, chairman of the media session. 


The session also recommended 
that press readership surveys 
should pay particular attention 


to primary and “passed-on” 
readership. 
Additionally, said Mr. Buck, 


it was suggested that a survey of 
individual papers and periodicals 
should be commissioned by 
media owners and carried out 
by independent agencies. It 
would give a profile of the paper 
—its readership, the quality of 
its readership, its regional reader- 
ship, its duplication with the 
nationals, and its page readership 
or page traffic, “to enable adver- 
tisers to put suitable advertise- 
ments on suitable pages.” 
Setting standards 

The need also emerged, said 
‘Mr. Buck, for a central authority 
to lay down suitable standards— 
“a body like the British Research 
Foundation, on the lines of that 
existing in the United States.” 

It had been agreed that there 
should be a central authority, but 
some delegates were afraid that 
the erection of a British Research 
Foundation “smacked of bureau- 
cracy.” 

Turning to cinema advertising, 
Mr. Buck said that delegates 
were not wholly satisfied that 
Board of Trade figures were 
enough. In particular the need 
was felt for the grading of 
cinemas by type and quality of 
attendance. Another  require- 
ment was that of more flexibility 
in screen advertisements. Addi- 
tional forms suggested were a 
30-second film with sound and 
colour, and the addition of sound 
to the existing 15-second filmlet. 


A tribute had been paid to the 
unique organisation for the pro- 
vision of television data. 

“It was noted that laudable 
though the co-operation among 
sellers, agencies and buyers was, 
the sellers had not shown quite 
the same readiness to assume 
their responsibilities. And _ if 
figures of research were to be 
intelligently applied, greater cer- 
tainty concerning time purchased 
in relation to programmes was 
required,” said Mr. Buck. 

In the discussion that followed. 
one delegate asked proprietors of 
trade journals to provide more 
basic information relating to cir- 
culation. F 

J. P. O'Connor, director of the 
Institute of Practitioners in Ad- 
vertising, told the Conference 
that he would take back the 
points made to his controlling 
committee. 


er: 2 
Lg 
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He said: “Mr. Oughton told 
us that a group of advertising 
agencies—all members of the 
Institute of Practitioners in Ad- 
vertising—and all having organ- 
isations or affiliations on both 
sides of the Atlantic, will collect 
and examine the United States 
market information applicable 
to specific categories of British 
goods where increases in the 
American domestic market might 
be possible. 

“It demonstrates how aware 
our advertising agent friends are 
of their responsibilities to their 
manufacturer clients. 

“With the information they 
collect about specific categories 
of goods which we can supply 
and which would be acceptable 
in dollar markets, British manu- 
facturers must surely rise to the 
occasion. 


Valuable help 


“I am sure that this Conference 
will recognise what an invaluable 
service these advertising agents 
propose to give, and the outcome 
will undoubtedly help to redress 
the balance of trade.” 

(Lt. Col. Alan M. Wilkinson, 
president of the Institute, told 
ADVERTISER'S WEEKLY this week 
that it was hoped that they would 
be able to issue further details of 
the scheme in a fortnight’s time.) 

The working session expressed 
concern at the shortcomings of 
the part played by advertising in 
the country’s exports efforts. 

The session therefore recom- 


mended, as a matter of urgency 


“Manufacturers must rise to the 


occasion’ —Clifford Harrison. 

in the country’s drive for greater 
exports, that the Advertising 
Association should take the 
initiative in advising the Govern- 
ment to establish a_ high-level 
group representing industry, the 
trade unions and advertising and 
marketing experts. The group 
should be charged with the 
dual purpose of stimulating 
and guiding the managements of 
the many companies who had 
undeveloped export capacities. 

Among the supporters of this 
recommendation was Sir William 
Rootes, chairman of the Dollar 
Exports Council, who sent a 
cable from the United States ex- 
pressing his good wishes for the 
success of the Conference and 
for the session on exports. 

He said: “My negotiations this 
side reinforce my belief in the 
enormous possibilities for expan- 
sion of UK exports in dollar 
areas. 

“There is urgent necessity for 
the UK to put forward a great 
effort, and the Advertising Asso- 
ciation can do much to influence 
affairs, not only in these areas 
but throughout the world.” 


The Conference sessions obviously sent the delegates away in a thoughtful frame of mind. 
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ADVERTISER'S WEEKLY 


@ AA CONFERENCE—TECHNICAL ADS, MARKETING 


MEETING FOREIGN COMPETITION 


‘We cannot afford bad advertising’ 
says IAMA president 


The future prosperity of Britain is imperilled by slowness 
in adapting and applying the results of research, Clive Barwell, 
president of the Incorporated Advertising Managers’ Associa- 
tion and general publicity manager, Mullard Ltd., suggested 
when reviewing the session on how production could be 
increased by more imaginative technical advertising. 


“The future prosperity of the 
nation—perhaps even its exist- 
ence as a great power—depends 
today more than ever before on 
our ability to manufacture high 
quality products efficiently and 
economically in order that we can 
deal successfully with growing 
competition from abroad,” he 
said. 

“Today we just cannot afford 
bad ‘technical advertising. We 
cannot afford even mediocre ad- 
vertising. 

“We must all—advertiser, ad- 
vertising agent and publisher— 
combine to achieve far higher 
average standards. We have 
nothing — nothing at all — with 
which we can feel completely 
satisfied. 

“Where, then, are we failing? 
We are failing, it seems, in the 
practical application of our own 
developments. We are too slow 
in adapting and applying the 
results of our own research. 

“Much could also be achieved 
if, for example, the Advertising 
Association gave greater recogni- 
tion to technical advertising. 


Talks with the TUC 


“We have already discussed 
with members of the TUC 
how advertising could help 
in furthering communications 
with the workers,” G. R. Pope 
revealed, as chairman, at the 
first session on Friday. “They 
are well aware that advertising 
would be pleased to play a 
part in carrying out that 
public relations job when it is 
necessary,” he added. 


“Advertising managers felt that 
this was only one aspect of the 
question. They wanted some- 
thing more from an agency than 
a mere creative service—they 
also wanted an overal! marketing 
advisory service which would 
view their problems’ from 
different and fresher points of 
view. 

The assumption that advertisers 
are switching from the technical 
to the national press was not 
readily acceptable to the working 
session. 

Reporting on the discussion 
about readership surveys of the 
trade and technical press, Mr. 
Barwell said: 

“By and large, the British trade 
and technical press gives the 
advertiser little but space for his 
money, and you can surely have 
nothing much less than space. 
But are we fair in blaming the 
publisher entirely? 


‘Teamwork 


Barwell demands facts 


“Should not those of us who 
think we know what we want 
have dug our toes in and said: 
‘No surveys, no authenticated 
circulations, no advertising?’ 

“The British technical press 
who were present at the session 
did not, I fear, present a convinc- 
ing case. Many of the arguments 
that were used had been heard 
all too often before, and when 
a few original slants were intro- 
duced they were received with— 
shall we say?—some astonish- 
ment.” 


essential to 


efficient marketing’ 


—BUT THE CLIENT MUST 


STILL BE THE BOSS 


“Marketing is the process of creating, packaging, distributing and 
advertising goods or services in order to satisfy existing or potential 


demand in the most efficient way.” 


That definition of marketing was 


agreed—almost unanimously, chairman Ford Kitchen told the Con- 
ference—at the private marketing session. 


In his report, Mr. Kitchen said 
it was considered that marketing 
called for team work between 
manufacturer and advertising 
agent. 

But this team should use as an 
aid the valuable services of 
specialists in other fields, such as 
marketing research agencies, 
public relations experts, packag- 
ing and physical distribution 
experts. 

Mr. Kitchen continued: 

“The point was made that the 
business of this country is 
handled, in the main, by an 
enormous number of small com- 
panies who cannot afford the 
personnel to have a fully inte- 
grated marketing team, and 
cannot possibly be sufficiently 
expert in enough roles to carry 
out a modern marketing opera- 
tion. 

“In view of this there is a 
pressing need for advertising 
agents to build up their own 
expertise in marketing so that 
they can advise those clients 
who have not a_ sufficient 


know-how for them to carry 

out the whole marketing job 

efficiently. 

“The point was made that 
however much advertising 
agencies build up their know- 
how, and however much manu- 
facturers might lean on the advice 
of the advertising agents, it is 
the manufacturer who has the 
product and succeeds or fails 
with it financially; and therefore, 
however small he may be, he 
must remain the boss.” 


There was considerable discus- 
sion on the subject of where was 
the dividing line in marketing 
between agencies’ functions and 
manufacturers’ functions? The 
conclusion arrived at was that 
there was no general dividing 
line, but there was a dividing line 
for each particular manufac- 
turer-agency relationship which 
depended on mutual confidence, 
size of the manufacturer and the 
organisational structure of the 
agency. 
Two main 


suggestions were 


AA campaign 
called for 


At the private session on tech- 
nical advertising the following 
resolutions were passed by 
overwhelming majorities : 

It is resolved that the Advertis- 
ing Association should embark 
upon a long-term campaign to 
inform industry of the vital 
importance of effective adver- 
tising, and to guide industry in 
the steps which should be taken 
to achieve the best results as 
speedily as possible. 

This campaign should emphasise 
the necessity of engaging a 
recognised advertising agency, 
where one is not already em- 
ployed, and of appointing a 
qualified advertising manager 
and according him the status 
necessary to carry out his func- 
tions effectively. 

It was further resolved that a 
strong appeal should be made 
to the trade and technical press 
to provide advertisers with 
authenticated circulation figures 
and periodic readership surveys, 
and that surveys of editorial 
and advertisement readership 
ratings, eg., Starch ratings, 
should also be made from time 
to time. 


“Marketing calls for team-work,” 
said Ford Kitchen. 


made: 

(i) That the Board of Trade 
should be encouraged to release 
much more background statistical 
information than they do where 
it is known they must have it; 
and 

(ii) that an organisation should 
be set up similar to the Research 
Foundation in the United States 
which would obtain information 
on an industry basis and release 
it freely. 

There was a third suggestion 
that statistics of an industry could 
be collated under the aegis of the 
industry's trade association or by 
an independent firm on the basis 
of non-disclosure of individual 
figures. 
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e@ AA CONFERENCE — CREATIVE SESSION AND TRAINING 


WE MUST WORK 
TOGETHER—Stobo 


‘OUR WARRING DAYS ARE OVER’ 


A “unity of purpose” among delegates attending the crea- 
tive session was observed by Philip Stobo. Reporting back to 
the Conference as chairman, he said: “I think we have reached 
a stage when people on different sides of the business are no 
longer warring with one another but are attempting to probe 
and to find a way of working together. 


“The creation of great adver- 
tising is not just the work of 
writers and artists. 

“We must have a good pro- 
duct, a good price structure, a 
good system of distribution, good 
pictures, good copy. 

“We must also have good en- 
gravings, good typography, good 
newspapers, magazines, films, 
and good television. 

“In ‘sharpening the edge of 
creative advertising’ | think that 
the message from the creative 
session I bring back is that there 
is abundant work for us all.” 


Tendency to similarity 


After agreeing that much com- 
petitive advertising looked alike, 
Mr. Stobo said that the session 
had attempted to determine why 
this should be so. 

“One delegate said that all too 
often creative men of indifferent 
ability were tempted to copy ad- 
vertising because they did not 
realise fundamentally that lifting 
the answer to one problem and 
attaching it as an answer to a 
slightly different problem did not 
in fact work. 

“Another thought that this ten- 
dency to similarity was because 
a traditional concept had grown 
up of what an advertisement 
should look like. There was a 
prototype in the eye of the mind 
of everyone concerned with the 
making of advertisements—a 
headline, a picture, a piéce of 
copy and a large name block, and 
if everybody worked on the same 
oon 


5 Ae eaiatits: 
Fighting talk 


No reports of any delegates 
coming to blows during the 
working sessions were re- 
ceived by “Adconference 
Daily.” But creative chair- 
man, Philip Stobo, did report 
on Friday afternoon: 

“In a lull in the discussion, 
one delegate got up and called 
all the other delegates ‘a lily- 
livered lot.’ As nobody struck 
him, he waited until another 
lull in the discussion and got 
up and said it again. 

“I do not know whether he 
is here this afternoon or in the 
‘ Brighton morgue.” 


pattern similar results were 


inevitable. 

“The director of another 
agency, taking a contrary but 
none the less a valid view, said 
that advertising dealt fundamen- 
tally with people; and therefore 
you are bound to get broad 
superficial resemblances and they 
are not, in fact, damaging to ad- 
vertising as such.” 

A_ spirited “No” was the 
answer, said Mr. Stobo, to the 
question: “Are creative copy- 
writers now extinct?” 

But there was a good deal of 
argument about whether a crea- 
tive idea could be judged by 
statistics. 


Behind closed doors: 


“It would be very difficult 
to sum up any accurate finding 
except a general agreement that 
the statistics which ultimately 
must influence the judgment of 
any creative idea are those of the 
balance sheet. 

“This point was put by a crea- 
tive director of a London agency, 
and he made the point that there 
is no use designing and publish- 
ing advertisements which no 
doubt may win awards if sales 
continue to go down.” 

One “major” contribution to 
the session singled out by Mr. 
Stobo came from a delegate who 
made the point that an advertise- 


ment was a highly integrated 
thing. 
“Therefore, ideally, it should 


be the work of one man, but that 


‘College of Advertising 


not just a pipe dream’ 
IT COULD SOLVE TRAINING PROBLEM 


The plan for a College of Advertising and the launching of appren- 
ticeship schemes were discussed at the session—organised by the 


clubs—which debated the 


training 


of people entering and in 


advertising. And the session sent to the Conference, reported chair- 
man William C. Thielé, two resolutions : 


(1) that the Advertising Asso- 
ciation, in collaboration with 
other interested bodies, consider 
the establishment of full-time and 
part-time courses in education for 
advertising ; 


(2) that the Adverfising Asso- 
ciation drew the attention of the 
newspapers proprietors’ organisa- 
tions to’ the value of the Adver- 
tising Association’s educational 
scheme for advertisement repre- 
sentatives. 


Mr. Thielé reported the manag- 
ing director of a leading agency 
as saying: “A College of Adver- 
tising is very far from being a 
pipe dream; it is an _ entirely 
practicable proposition. I suggest 
that it could solve, or help to 
solve, most of the problems of 
this session.” 


He had suggested, said Mr. 
Thielé, that the College was a 
“practical and far-reaching” solu- 
tion to many educational prob- 
lems. 

“What a 


vision unfolds— 


teachers trained, text - books 
written, the provincial problem 
largely solved,” said Mr. Thielé. 

At least three speakers had 
| raised the problem of an appren- 
ticeship scheme, but Mr. Thielé 
said he was rather surprised to 
have heard so little on the sub- 
ject from the agency point of 
view. 


“Surely, the agency problem is 
that when they pay a living wage 
to a trainee—and trainees are not 
bound in any way at all—they 
have no assurance that before 
such a trainee is able to make any 
return in terms of the value of 
his work, he might well, and 
often does, walk around the 
corner for an extra pound a week 
or so at another agency which 
may have no training scheme at 
all. 

“Talking of apprenticeship 
schemes, another observation 
was: “To what, in this compli- 
cated structure of advertising, can 
a person be apprenticed—mer- 


the creative session in full swing. 


is quite obviously impossible. 
Some planning is essential there- 
fore, and everybody who is work- 
ing in advertising must learn to 
work harmoniously together to 
keep the creative spark alive. 
Planning must not kill initiative,” 
said Mr Stobo. 

The discussion on TV commer- 
cials led to a director of a 
London agency reminding dele- 
gates that as a new medium it 
must be primarily concerned 
with the young. 

“He reminded us that the 
children who watch independent 
television study the commercials, 
remember them, quote them and 
they are word perfect. 

“To use his words: ‘In six short 
months we have created a new 
child folklore.’ ” 


“A vision of sufficient teachers and 
textbooks."’—William C. Thielé. 


chandising, market research, 
creation, production, advertise- 
ment representation, artist, 
writer?’ 


“That brought a very sound 
and equally pertinent reply: ‘The 
apprenticeship surely should lie 
in the particular branch for 
which in the course of study the 
student shows aptitude’.” 


Another point which was made 
at the session was the lack of 
knowledge of the advertising 
world in the _ representatives’ 
rooms in Fleet Street or through- 
out the country, said Mr. Thielé. 


“They can sell the space, but 
they do not know very much 
about the machinery that goes to 
fill it. I think that that goes also 
for a good many others in the 
press world.” 
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ADVERTISER'S WEEKLY 
@ AA CONFERENCE—THE CHAIRMAN SUMS UP 


Brian MacCabe calls for action on the 


resolutions 


PLAN FOR FUTURE CONFERENCES 


A suggestion that every future AA Conference should 
include a session at which all the propositions put up the 
previous year by the various sessions could be studied and the 
work of the last 12 months reviewed was made by Conference 
chairman Brian MacCabe when he “summed up the summings 


” on Friday afternoon. 


“It is all very well us sitting here and arguing and coming 
to conclusions, but it is really quite pointless if we then go 
away and do absolutely nothing about it,” he said. 


Mr. MacCabe had discussed 
the deliberations of the working 
sessions. 

In dealing with the 
session’s point that with smaller 
advertisers, the agencies had to 
take much more of the responsi- 
bilities for advising on marketing, 
because the smaller manufac- 
turers and advertisers cannot 
afford the calibre of man to do 
it, he said that he thought the 
agencies would take the responsi- 
bility and accept it. 

“But the fact is that the com- 
mission system is worked on a 
basis when an agency was doing 
much less than it is doing today; 
if it takes on these additional 
marketing things, the question 
must be asked: ‘How much can 
it go on doing for the existing 
amount of revenue?’” 


Better team work 


. One advantage of the increased 
team work where agencies and all 
their clients worked together in 
an interchange of information on 
marketing and distribution 
was that it provided a central- 
ised unit or organisation which 
gathered an enormous amount of 
information about channels of 
distribution for all their clients. 

Continuing his examination of 
the session’s report, Mr. MacCabe 
said : 

“They stated that there were 
insufficient statistics on markets 
from the Board of Trade, and 
they felt that maybe the associa- 
tions could do more by collect- 
ing this marketing information 
from the members of their 
associations and making it avail- 
able. 

“That would seem to be an 
excellent suggestion, and I hope 
that those associations will give 
that consideration.” 

Clive Barwell’s clear descrip- 


tion of the technical session had 
pointed out that technical adver- 
tising men had to have a proper 
brief—not always easy to get. 
There was the question of pay- 
ment, and the session appeared 
to feel that a service fee to the 
agency which was handling the 
account was certainly something 
to be considered. 

“They also felt that it was a 


as you got in the consumer 
market; but one would think that 
such figures should not be too 
difficult to obtain” said Mr. 
MacCabe. 

He agreed with the decision of 
the training session that the 
College of Advertising was no 
pipe dream, and that it might 
well solve nearly all the prob- 
lems of training and enlistment. 

“Another point was that in our 
present position the College is a 
little way off, but meanwhile 
there is much to be done in im- 
proving the actual instruction at 
evening and other classes. 


“I think we've met before,” 


says Lord Luke (right) as he receives Conference 


chairman Brian MacCabe and Mrs. MacCabe at the reception. 


“If God helps those who help 
themselves, advertising should 
only help those who help them- 
selves. While it is good to help 
and encourage people to take 
courses, if you give them so much 
that they take it for granted, they 
do not have anything like the 
same incentive to turn up and 
work as if they are paying cash 
out of their own pocket. 

“There was a general feeling 
that the need for training was not 
just among those directly con- 
cerned with advertising but also 
people on the press.” 

Of the export session, Clifford 
Harrison had said that the prob- 
lem was that of balancing our 
exports against our imports in the 


In this group at the civic reception were (I. to r.) Robert Neill, advertisement 
manager of the “Belfast Telegraph,” Mrs. Preston, Mrs. Neill, and Arthur 
Preston, London advertisement manager of the “Belfast Telegraph.” 


dollar market, for our balance 
was pretty good in other parts of 
the world. 

“They felt, too, that exports 
must no longer a thing set 
aside as a smaller issue in the 
board rooms of manufacturers 
or in advertising agencies. They 
felt that everyone on both sides 
should take this matter of exports 
really seriously; that it should 
have the best men; that it should 
have really qualified staff, and 
staff who could take initiative and 
really work towards this tremen- 
dously important thing.” 

This was something that prob- 
ably we should not be able to do 
quickly, said Mr. MacCabe, but 
he hoped that we were making 
some progress, and that much 
more would be made soon. 

He warmly welcomed the “new 
and great advance” shown in the 
media session, in which adver- 
tisers, agencies and media owners 
appeared at last to have seen each 
other's point of view. 

“The first firm proposal was 
that in future the readership sur- 
veys should be broken down into 
a group of three: national and 
provincial press, national con- 
sumer magazines, and technical 
and trade publications, and again 
that they should be split into a 
clear definition of primary and 
secondary readership. 

“This surely must be impor- 
tant, particularly in the technical 
and trade field, where a speaker 
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@ AA CONFERENCE—GOLF AND THE FELLOWSHIP 


Chairman sums up: 
‘It’s a success’ 


®@ Continued from page 9 


from the floor this afternoon 
pointed out that the trade and 
technical papers had a far 
higher readership per copy than 
probably any other form of pub- 
lication. 

“It would appear then that we 
require not only a quantitative 
survey of readership but, particu- 
larly in the case of technical 
journals, we need a qualitative 
one, too. 

“And this, I would think, 
should help our approach to the 
technical press, because I think 
the thing that they have at heart 
most is that wherever you com- 
pare circulation figures they 
always look so small! against the 
consumer magazines and papers. 

“If a way could be found of 
showing to space buyers that 
these were not just pure circula- 
tion figures, but had to be added 
to to get their added influence, I 
think that we would have the 
trade and technical press very 
much more behind us than per- 
haps they have been in the past. 

“The session felt that we re- 
quired some form of centralised 
non-bureaucratic research foun- 
dation. But what it really comes 
down to is that we need a re- 
search body—a function which 
perhaps the Market Research 
Society itself could undertake. 

Mr. MacCabe endorsed the 
view that increased flexibility in 
cinema advertising was required. 

He was glad that, from the re- 
sults of the creative session, it 
seemed that the “old argument 
between research and creative 
staff” was on its way.out. There 
had been considerable agreement 
at the session that policy making 
was necessary, and that statis- 
ticians could be of great help. 


Ri teal be ¢ 


At Brighton Lord Luke criticised 
the arguments in favour of a 
tax on advertising put forward 
in the House of Lords last 
week by the Earl of Hunting- 


don. 

“I wish I had been in the House,” 
he told the Conference's first 
press conference, “when these 
measures were proposed. | 
would have had some argu- 
ments of my own to make.” 

He also wrote to the Sunday 
Times. His letter headed 


Generally speaking, their guid- 
ance had been appreciated and 
both sections were now working 
together as a team. 

In conclusion, Mr. MacCabe 
said: “I think we have got an 
enormous number of points out 
of this Conference—all very help- 
ful points. We got them out of 
the Conference, because you put 
them in. 

“On behalf of the committee 
and myself, I am very grateful 
for the work that you have done 
to make a success of the running 
of this Conference. 

“Whether that- necessarily 
makes it a successful Conference 
is another matter, and whether 
this has been the right way to 
handle a Conference I do not 
know. But to us it has seemed a 
success, and this is very much 
due to you.” 

Final words at the session were 
spoken from the chair by Sir 
Miles Thomas, who said that he 
thought the Conferences were 
doing a great deal to raise the 
status and the prestige of adver- 
tising. 


Two DTV golfers, 


Dudley Turner (left) and Ray Nash, watch progress on 


the golf course. 


Archie Mclsaac 
“Leicester Evening 
trophy on behalf of the Fleet 
Column Club from Lord 
Luke. 


Golf captain 
receives the 

Mail” 
Street 


The Fellowship and the salesman 


A fear that the founding of the 
new Research Fellowship at 
the London School of Econo- 
mics might lead to a “surfeit 
of statistics” was expressed by 
a delegate at one of the Friday 
sessions. 

He said: “On hearing the news, 
l was most concerned, because 
I know that there is one 
political party which is suffer- 
ing from a spate of ex-students 
of the London School of 
Economics. 


“I should like to make an earnest 


crippling burden’ 


“Advertising as a Friend of 
Industry”—said: 

“It is, for a country in our posi- 
tion, disastrous advice. 

“Advertising, without question, 
is the most efficient and econo- 
mical means of telling people 
about the products of industry 
that has ever existed. 

“As such, it is a great economiser 
both of money and manpower. 
To tax advertising would add a 
gratuitous and crippling burden 
to our industry.” 


plea that we are not faced in 

the near future with a surfeit 

of statistics. 

“I do not know whether the 
syllabus of the London School 
of Economics Research Fellow- 
ship has been established, but 
I believe most sincerely that a 
hard apprenticeship in retail 
selling is just as good as and 
probably more important than, 
any study of statistics. 

“It is of more value to a man 
planning advertising as a career 
to sit behind the retail counter, 
or to a man planning petrol 
advertising to grease a car 
occasionally. I ask, therefore, 
that the syllabus should be 
practical as well as theoretical.” 

. * * 

Ford Kitchen reported that a 
speaker at his session had 
thought that it was ‘a pity” that 
the Research Fellowship being 
set up at the London School of 
Economics was called Advertis- 
ing and Promotional Activity. 
“It should have been called 
‘Marketing’ because this is a field 
most people who often call them- 
selves advertising people have to 
work in,” he said. 


FSCC RETAIN 
GOLF TROPHY 


Nearly 50 delegates took part 
on Wednesday in the official golf 
competitions. Despite somewhat 
unfavourable weather, the day 
proved enjoyable, and there was 
some good scoring, including a 
hole-in-one. Results: 


Morning (men).—Singles bogey 
for prize presented by the pre- 


sident, Lord Luke — Nicholas 
Royds, 4 up; runner-up for prize 
presented by the AA, T. K. 


Taylor, 3 up; best scratch score, 
prize presented by G. R. Pope. 
Taylor, 75 gross. 


Morning (ladies).-For prizes 
presented by the Conference 
Chairman, Brian MacCabe—Mrs. 
Marrion ; runner-up, Mrs. George 
Dunbar. 


Afternoon (men). — 
Stableford. For prizes presented 
by C. & E. Layton Ltd.—Jack 
Rafter and P. E. Keliher, 40 
points, who won on the last six 
holes after a tie with Royds and 
D. C. Dickinson ; runners-up, for 
prize presented by Andrew Milne, 
Royds and Dickinson ; best first 
nine, for prize presented by G. 
Battersby, E. H. Roberts and G. 
Spencer, 23 points; best second 
nine, for prize presented by G. 
Battersby, Harold Fish and 
C. W. C. Farrow, 21 points. 

During his afternoon round 
— holed his tee shot at the 
lit 

The Inter-Ad Clubs Challenge 
Trophy presented by the Leicester 
Evening Mail was also played for 
during the afternoon, and was 
retained by the holders, the Fleet 
Street Column Club. 

Scores: George Dunbar 
John Sime, 39 points ; Eric Sellar 
and Harry Dawson-Salmon, 35 
points, making a total of 74. The 
runners-up were Leicester. 

Other prizes were presented by 
John Rosswick and Gillette In- 
dustries Ltd. 


Four-ball 


and 


A.B.C. Figures 
Jan. to June, 1955 


CAMBRIDGESHIRE TIMES GROUP 


Tel. March 2368/9 
London : W. H. WALMSLEY 
67 42 Copies 69 Fleet Street, E.C.4 Tol. Fleet Street 9353 
Northern Representative: ARNOLD ELLIS 
¥ Weekly 64 Cromford House, Manchester, 4 


Head Office: TIMES BUILDINGS, MARCH 


Tel. Blackfriars 6967 
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@AA CONFERENCE—THE FREE-FOR-ALL 


‘New Look’ welcomed -and criticised 


Export discussions ‘the outstanding 


feature’ says Pope 


Turning the spotlight on export advertising, last-minute 
cancellations of advertisement spaces, the desirability of a 
provincial venue for the next Conference, the shortcomings 
of media surveys, the value of a “distinguishing mark” for 
DAA’s attending Conferences, and many other questions, 
delegates at Brighton took full advantage of the final free-for- 
all session on Saturday morning. 


“Critical but friendly” was one 
description by a delegate after- 
wards of the views expressed on 
the way the Conference had been 
planned and organised. There 
were many compliments passed 
on the “new look” of this year’s 
Conference and special praise for 
the way the rapporteurs did their 
job. 

The possibility of holding a 
one-day conference in London 
devoted entirely to export adver- 
tising was mentioned by G. R. 
Pope. 

A suggestion that a platform 
on exports should be a confer- 
ence “hardy annual’ was sub- 
mitted by Miss Pamela Vacher, 
who regretted that the Confer- 
ence programme did not allow a 
full discussion on the working 
session's report. 


Hubert Oughton, who pre- 
sided over the free-for-all, pro- 
mised that the executive would 
take note of the suggestion. Mr. 
Pope thought that the discussions 
on the role of export advertising 
were the most important thing 
that. had happened during the 
Conference. 


David Williams (Gordon and 
Gotch) complained that the 
effort and money expended on 
market and media research were 
largely wasted when advertisers 
were obliged to accept cancella- 
tions of space at the last minute. 
They made a “mockery” of fac- 
tory production schedules and 
carefully made marketing 
schemes. 


“If media directors don’t know 
how many pages of advertising 
issues are going to carry, is it 
not about time they devised a 
way of knowing?” he asked. 

Mr. Pope blamed newsprint 
rationing for this. Fleet Street 
advertisement managers were ex- 
tremely keen to make advertising 
pay, but it was very difficult to 


_.. and of course B ‘FE ‘T Bus Advertising 


ADVERTISING DEPT. B.£.T. FEDERATION LTD. STRATTON HOUSE, PICCADILLY, LONDON, W.I. 


decide whom to insert and whom 
to leave out. 

Three suggestions for improv- 
ing readership information came 
from L. (Cecil D. Not- 
ley): better identification of the 
population by social and income 
groups ; more information on the 
readership of advertisements ; 
and a standard formula for the 
presentation of all media research 
findings for easier comparison. 

E. C. Handel (Watney) asked 
the panel how it could reconcile 
the Conference’s hard-selling atti- 
tude with the Chancellor’s desire 
to reduce expenditure on non- 
essential goods. 

Brian MacCabe’s reply was 
that the vast bulk of the adver- 
tising industry's work was con- 
cerned with selling goods. If so, 
the Conference was good, because 
they were out to increase their 
efficiency in doing that. 

“We can't soft-pedal that,” he 
said. “It would be like asking a 
pianist to play—but not to play 
very well.” 

The working sessions came in 
for a number of comments: there 


IPA president, Lt. Col Alan Wilkinson (centre), and director J. P. O'C: onnor 
(right) chat to Leslie Hardern—but not, it was reported, about inventions. 


had been too much selling of par- 
ticular interests, rather than of 
advertising in general; next year 
a full day should be devoted to 
working sessions; the rappor- 
teurs had done extremely well, 
but what about using a tape 
recorder? ’ 

C. R. Gallant (Leeds) favoured 
a Conference in the North, start- 
ing on a Thursday and with a 
civic reception on that day. It 
was suggested that a Northern 
venue might secure a_ bigger 
attendance of advertisers. 


There were three comments 
from Drummond Armstrong 
(CPV). An effort should be made 
to propagate at top level the 
gospel of advertising. He was 
not sure that a Conference of 
1,400 was a good thing; it might 
lead to people doing all their 
work outside sessions. And he 
thought an attempt should be 


R. J. Gregg, publicity manager of the Gas Council, and Alan H. Edney, 
group advertising manager of Parnall (Yate) Lid., discuss one of the 
working sessions. 


made to establish an Export 
Centre in London where people 
could obtain information and ad- 
vice about overseas markets. 

Cc. D. Notley said he would 
like to see the, Advertising Asso- 
ciation and the Institute of Prac- 
tioners in Advertising acquire and 
manage an enormous sum of 
money—“millions of pounds”— 
used to further British business 
interests at home and abroad. 
Fatuous phrases like “Buy British 
and Best” should not be used. 

During his reply, Mr. MacCabe 
reférred to criticism in the leader 
of Saturday's issue of Adconfer- 
ence Daily which had said that as 
a result of the exclusion of the 
press from working sessions, this 
would be remembered as a “hide 
your light under a bushel” Con- 
ference. But he remained in 
favour of exclusion on the 
ground that people would talk 
with greater freedom, but would 
not be tempted to talk longer 
than necessary in the hope of 
being reported. 

Lord Luke summed up. He 
called for “action stations” on ex- 
port, said that the Conference 
had showed that marketing was 
essentially a team operation, and 
proclaimed: “We are all PROs 
for advertising.” 

Many tributes were made, by 
Mr. Pope and others, to Mr. Mac- 
Cabe, as Conference chairman; 
by Mr. MacCabe to the con- 
venors, to Miss V. A. B. Wright 
and the social committee of the 
Women’s Advertising Club of 
London, to Leslie Room and the 
permanent staff of the Advertis- 
ing Association, and all the many 
other helpers; and by Norman 
Moore to Lord Luke as president. 


Tel: MAY fair 8886 
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that’s twice the national average! 


A space-buyer looking at Swindon to-day would 
see an industrial community that is more prosper- 
ous than it has ever been. 


Its inhabitants are earning more and they are 
spending more. A sign of Swindon’s prosperity is 
that 59° of all house-holders own or are buying 
their house—nearly twice the national average! 


POPULATION NEARING 100,000 
Established industries are expanding. New factories 
are springing up. The constant immigration of 
labour will soon take the population up to 100,000. 


86°/, READ THE ADVERTISER 
In Swindon, the one Evening paper that 86°% of 
all families read is the Evening Advertiser. 


THE SWINDON 


Evening Adbertiser 


(A.B.C. 30,709) 
The only evening paper printed and published in Wiltshire 
ONE OF THE WESTMINSTER PRESS GROUP OF PROVINCIAL NEWSPAPERS 


Over 60%, have taken it for over ten years, and it is 
already favourite reading for a large proportion 
of the newcomers to Swindon. Sales for 1955 were 
up 42% on 1954. 


MORE FACTS 


An independent research organisation recently 
completed a survey of the Swindon area. It gives 
a complete picture of Swindon to-day, and shows 
how important a part of this picture the Evening 
Advertiser proves to be. A report on the Survey 
is now in course of preparation and copies will 
be circulated to all Advertising Agents very 


Si TE ARES NES RORY 9S ESRC RS 


— 0 7 p 5s re a ri  .: “ 
2 
- : YEE i ea es LEE ROME LORE LN cooneuconmm 
i: RE OR EEE EEE EEE tL) ae ee ee 
A RI A a RMR ME a Is aa a le Mb gE TES ie Bae isage cana ee 
CR ae EI aE EO a ; Bie Or atte gaa” 
Bares Tee PERE ITE EE Sins Tier ere Zea a if? 
es De RRS TORI ES Bn Ra i RR i ae a ti — be SS. eis : a + 3 ie PP ~ 
, NO a go EE DEOL ge Lees: GE eae G 
LAPIS casi ” ss 
A SPACE-BUYE KS AT SWINDON TO-DAY! Bz OR 
i ae Mee NG 
(oer % a a 
ee A Be Nise 
¥ We Be Lag lal a cada ia i | ot ae ee Gee ok ots ge 
: ee me weet PO ia i aaa. We 4 taal ae ' 
( a eI 5 ce A 79 ae ; Bi i Se aaa IE TT ba 
PE ag. aaa | 1% a ‘ EE ese’ se ea a hii ‘ 
ee ee 4? iz 5 2 Bee j Pippi ig” ORES Ag aa” i 
wetienenbitaensaain! gu x, me i ei Mit tae NE Bic i ii. goat 
¥ _— i ears tg a nn ee ‘ii Dpigek Gee e : Sei page 
: . Re 2 cee eR ti as ‘ pags Siege 
Es ees ae PF 3 Me: : pe fs 
: e | .. REZ : gee e oat ; pee ‘ ga ale 
be ie peas ie aes Z te . ia See 
$ ee o ar ; tts tegen . 
2 # i | ae ie ee { kt 7 Beas 
: hn Te Sao a oe ag me 
% : 4 ” es M =z ¥ bes 4 3 ee 
Ss 4 i F: eS :  —_——s ye ed : & eee 
i : a 7° ‘3 oe a eS § eae 
. 3 Bee j - a oa ee De ss i i Pee 3 ae Beem 
j bens 4 ze ; Pig j ee i a” Pee 2 ” 5 5 ies 
\\ i" 4 OMe Ale tC Ms ie Oe hehe 
4 ~ Se BE ee a 3 7 
sig ss ; rs! ” 54S i _—_ ame ution, a ee ee 
sits * F [aK a ‘ Mg ae = 3 bie y Fig tn py 
i Meee a see GN ae PS es ae ie: BN oe weer nena ‘thst PEGS 
aii , " : Oe. pee AES aime PA tiie ‘Meets 
: ‘ithe BE ov ee. ei: ee agama 
eee ‘ Daneel . ap SOO ee oie ay Bi gga. eo cam Me ES 
~, hig. aa, same «ll oe fi Piso 74 ? i i PO seu g:., OF 2 sd cal 
x N OC, i ry a si Hits ; ft % ee - ii ‘pseu 9 ae 
4 ~ ete) ere ie ee ; bel 
: i He i — ‘ Perso ® gS sige - rd Pe es 
age DA ee, a tame “ oe . Bh (it 
ee Pe a ee otttcnaneg ee phe ; Z DS ae Ph 
“iy ? Pigg hoe j Fe i ita a ee. "3 
P $i i Aa a Oe a ae: 5 ea ann le ee ng en Se 
L6. OaS Pipi: Bie Fie Benne a ‘ 
i se > 
ry - = ° = 
59% can afford their own houses — 
q : 
a shortly. 
. 
: {oe ee Eee a ee a ea a ee ee ee ee ee ae ee SES SSECESESCEOH 
pe LLL a ee SS ee ES a ee eee a ea 
3 
a -: * . < 4 
3 em e ee a a git: ae bi ‘ 
Pv aS ‘4 Ad at ae — ne 


ADVERTISER'S WEEKLY 


@AA CONFERENCE: 


AMBASSADORS 


14 


THE PROVINCES 


‘A dynamic factor in industry’ 


@ | should like to see the Club movement raise its sights and 
go all out to make itself the dynamic factor in advertising 
and in industry which it potentially is. 

I believe this policy, if vigorously carried out with the 
same crusading enthusiasm which brought the clubs to birth, 
will carry them from strength to strength.® 


That was the message which 
Sir Miles Thomas gave to the 
club movement when, as princi- 

pal guest, he spoke at the lunch 
conieead by the advertising clubs 
of Great Britain and Ireland on 
Saturday. 

Advertising and the people who 
practise it, said Sir Miles, were 
as Vital to any civilisation which 
we were prepared to call worth- 
while as doctors and lawyers, 
teachers and accountants. 

That common-sense view had to 
be put across, both inside industry 
and outside industry to the public 
at large. And the clubs, with 
the new-found influence which 
this fighting policy would give 
them, would be in the front line 
of this public relations for adver- 
tising. 

“You will have, I am sure, the 
leading firms, big and small, on 
your side, once they see that you 
are really serious about what you 
are doing, and are approached 
the right way. 


Link with industry 


Dealing with the clubs’ link 
with industry, he said that British 
industry was the  principal— 
almost the sole—means of sup- 
port of 50 million people more 
vulnerable to falling sales than 
any people in the world. 

The clubs stood in an especi- 
ally close and direct relationship 
with industry. Club members 
knew the heads and execu- 
tives, they were up against the 
same problems, they talked 
the same language, they lived in 
the same suburbs, and they 
served on the same organisations. 

“For a great many executives 
in industry, organised advertising 
in practice means yvou—the club 
or association on their own door- 
step, mot the hierarchy in 
London. You, in the provinces, 


are the ambassadors of advertis- 
ing to the industrial areas which 


- MANCHESTER 


employ three quarters of ihe 
population. 
“Moreover, these industrial 


areas are the natural centres of 
technical advertising, or industrial 
advertising as I should prefer to 
call it. And industrial advertis- 
ing is one of the biggest fields, as 
the estate agents are wont to say, 
‘ripe for development. ” 

Sir Miles described the idea 
that because a firm did not sell 
direct to consumers, it therefore 
should not advertise to the public 
at large, as “shortsighted.” For 
any firm offering an honest pro- 
duct or service, whoever it sold 
to, was in a sounder position for 
laying its foundations firmly on 
the widest possible public esteem. 

Much depended on whether 
industry had taken the trouble to 
tell its tale properly, and not by 
high-pitched propaganda and 
bombast. 

“The burden is right on our 
shoulders to tell the public at 
jarge, including our own workers 
and shareholders, how we con- 
tribute to the life and well-being 
of the country and what we are 
doing to make that contribution 
bigger and better. And to tell 
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SATURDAY WAS CLUBS’ DAY 


OF ADVERTISING IN 


At the chairman's table at the CDC meeting in Brighton were (I. 
W. Metson, assistant general secretary of the AA. Leslie Room, director- 


general of the AA, CDC 


chairman W. R. Balch, 


to r.) 


vice-chairman Harold 


Boulter (Sheffield), and John Winford (Coventry), past chairman. 


‘Ad Weekly’ dinner to the CDC 


Twenty-seven members of the 
Club Development Committee 
met after the Conference on Sat- 
urday and Sunday at the Hotel 
Metropole, Brighton. Ww. RR. 
Balch was in the chair. 

Delegates were entertained on 
the Saturday evening to dinner 
by Business Publications, Ltd., 
proprietors of ADVERTISER'S 
Weekty. W. R. Balch, chairman 
of the CDC, thanked P. R. Zim- 


merman, Business Publications 
governing director, for the 
hospitality he had provided and 
for the remarks about the club 
movement. Other after-dinner 
speakers were J. Harrison 
Haworth and John Sime, joint 
managing directors of Business 
Publications Ltd., Andrew Milne 
and Leslie E. Room, director- 
general of the Advertising Asso- 
ciation, who concluded the pro- 
ceedings. 


them in such a skilled and self- 
evidently honest way that they 
will read, mark—and believe. 

“In short, industry today, as 
the nation’s No. 1 public servant, 
has got to prove itself at the bar 
of public opinion. And this is 
something that has to be done 
all the time, day in and day out, 
year in and year out, backing 
deeds with words.” 

The former Chancellor of the 
Exchequer had said last year that 
our standard of living could be 
doubled in 25 years. If this 
depended on production alone, 
said Sir Miles, it could be done 
long before then. 


Cabaret singer Alma Cogan chats with Sir Miles Thomas (left) and Lord 
Luke at the Friday evening dance. 


(showcards) (TREY 


— 


“But it doesn’t; it depends, 
among other things, on the stimu 
lation of demand, the desire as 
well as the power to consume. 
And, not least, it depends upon 
advertising. 

“But where do we see anyone 
calling—least of all in high 
places—for that large body of 
men who are going to sell the 
goods at home and all over the 
world, and create the inspired 
and imaginative publicity which 
is such a vital tool of any effec- 
tive sales policy? 


Men with genius 


“Where do we see the demand 
for men with genius and training 
—and the impulse and conviction 

to penetrate the mysteries of 


the minds of a world three 
thousand million strong? 
“Yet without these skilled 


salesmen and advertisers, all the 
productive skill in the world, of 
which in Britain we have at least 
our fair share, if not more, is 
about as useful as playing an 
accordion for pennies to an 
audience of deaf men.” 

The nearer one found oneself 
to the head of a business the more 
vital did one see the selling effort 
to be. The whole load fell fair 
and square in the last resort on 
he success of the people who 

knew how to advertise and sell. 
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T.V. audiences still climb... . 
a new record for Associated-Rediffusion 
in summer time 


81 TV ADVERTISEMENTS..... 
EACH SEEN BY OVER 
1,000,000 VIEWERS 


This table, compiled from Tamrating figures, shows the number 
of advertisements each weekday seen by over |,000,000 
viewers during the first week of Summer Time (23rd to 27th April). 


MONDAY id 


TUESDAY 21 


WEDNESDAY 


THURSDAY 


FRIDAY 


TOTAL si 


* On Friday, four advertisements reached over 
1,500,000 viewers. These were for Trumans Ale, 

Fisons Weedkiller, Kit-E-Kat, and Boars Head Tobacco. 
The 5-second slide for Boars Head Tobacco’cost only £55, 
a 2 or 116 viewers for Id. 


ASSOCIATED-REDIFFUSION 


London—Monday to Friday—Every Day a Shopping Day 


Associated-Rediffusion Ltd., Television House Kingsway WC2 HOLborn 7888 
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‘CONTACT’ at the Conference 


THE CHINESE TOUCH ON 
THE SOCIAL ROUND 


Back at my desk in the com- 
parative calm of a Monday morn- 
ing, with all the blood, toil, tears 
and sweat of a reporter’s activities 
at the AA Conference behind me, 
my dominant impression is one of 
an extraordinarily enjoyable four 
days. From the civic reception on 
the Wednesday evening to the clubs’ 
luncheon on Saturday everything 
went with magnificent zest. 
Whether it was that, according to 
the record attend- 
ance of 1,400 included a record 
attendance of young delegates, or 
that there was a general feeling that 
the “new look” Conference was 
really discussing things that mat- 
ter I don’t know. but the spirit 
that permeated both the business 
sessions and the social occasions 
could not have been better. 


* * * 


For me, and I suppose for most 
delegates, the three social highlights 
were the civic reception, the film 
show, and the buffet dance and 
cabaret. The first and last of these 
were held in the Royal Pavilion, 
that astonishing Moorish-Chinese 


confection, thought up in_ the 
luxuriant imagination of the First 
Gentleman. In his day I should 


probably have denounced it as, 
zsthetically, a monstrosity (which it 
is), but now I’m quite fond of the 
Pp It certainly makes a fine 
ackground for a conference. 

The guests at the ee were 
received by Ald. J. Trevelyan 
Leak, Mayor of Brighton. wearing 
his chain of office; Lord 
wearing a smaller chain Of office as 
president of the Advertising Asso- 
ciation, and Lady Luke wearing a 
pearl necklage!—charm flanked by 
er so to speak. I include the 


ayor in the latter re because 
he is first-rate PRO for his town, 
which he regretted couldn’t spend 
as much on publicity as it would 
wish, but was nevertheless a very 
newsworthy borough. 


To encouraging cries from 
Andrew Milne, chairman of the golf 
sub-committee, the winners went up 
to receive their trophies. Harold 

who announced their names, 
had to hop off the platform to 
receive the award which he shared 
with C. W. C. Farrow; and I 
thought how appropriate it was 
that Archie Mclsaac, as captain of 
the Fleet Street Column Club Golf 
Circle, found himself laden with 
the Leicester Evening Mail Cup ; for 
he was one of the instigators of this 
trophy when he was London man- 
ager of the journal in the early 
1930's. 


‘Her Secret’ 


'THE film show at the Savoy 
Cinema on the Thursday evening 
was, in a sense, an historic occa- 
sion because of the 20-minute film 
which the Screen Advertising Asso- 
ciation put on to commemorate the 
diamond jubilee of the cinema in 
Britain. 

On sheer entertainment value this 
film could fo into almost any pro- 
gramme; t deliciously coy epi- 
sode, “Her Secret,” advertising 
Yardley’ s Rose Powder, wouid bring 
any house down. And the 1898 
poster promising a half-price admis- 
sion to a film show on —— 
of a Nestlé or Sunlight = 
shows that advertising did not lack 
initiative 2 _— ago. 


BREGARDING the delegates, who 
filled the whole of the circle and 
upper circle of the cinema, with a 
proprietorial eye was Carl Bedford 
(London manager of the Southern 
Publishing Co., Ltd.), who continues 
to travel up to London from Brigh- 
ton every day. A famous fisherman 
imself. he had intended to take 
some of his friends out for some 
angling, but there were too many 
white horses about. 


A Yorkshire contingent. 


Left to right: Stanley Gray, C. Roderick Gallant, 


Mrs. Gallant, Mrs. Gray, Mrs. Williamson and Robert Williamson. 
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Past president of the AA Norman Moore is received by his successor and 
the Mayor of Brighton. 


The television 
goons 


AT the buffet dance, the stories 
told by Alfred Marks were excel- 
lent, though hardly suitable for this 
highly serious column, but the show 
he compéred and which included 
Alma Cogan and an hilarious mock- 
serious acrobatic turn by three 
leopard-skin-clad Goons, was first- 
rate. It was presented by Asso- 
ciated-Rediffusion Ltd. 


Harold Fish, havin 
golf win which 
W. C. Farrow, receives his award 
from Lady Luke. 
* os 


announced the 
e shared with 


SPECIAL and very successful 
functions for the ladies included a 
fashion show presented by Hor- 
rockses, and an outing to a garden 
party (as guests of the Hon. Clive 
and Mrs. Pearson) given by the 
directors of Westminster Press Pro- 
vincial Newspapers Ltd. with coach- 
transport arranged by the adver- 
tising department of the BET 
Federation. Incidentally, the tribute 
of thanks which Brian MacCabe 
paid to the ladies of the Women’s 
Advertising Club of London was 
richly deserved. 


Gifts and verses 


A MONG many little gifts for 
delegates were flowers at the recep- 
tion from Norman Kark Publica- 
tions; samples of the new Dunhill 
Filter Tip cigarettes, for the press- 
men; and a box of Eno’s Fruit 
Salts, aspirin, and toothpaste, which 
arrived with the compliments of 
Macleans Ltd., accompanied some 
verses, of which this is the first: 

This little threesome we confer, 

On you, Dear Madam, you Dear Sir, 
Who to this annual conference come, 


Something for teeth and head and 
tum. 
* * * 


NEEDLESS to say, there were 
some bright stories and quips told 
during the Conference. James 
Crawford, chairman of the Produc- 
tivity Council, scored a hit with his 
story of four men swimming in 
from a wrecked boat. The Conser- 
vative swam too far to the right 
and was drowned; the Liberal dis- 
sipated his strength swimming first 
to the right and then to the left, 
and was drowned; the Communist 
could not keep his big mouth shut, 
swallowed some water, and was 
drowned; and the trade unionist 
swam strongly until he heard a 
whistle blow; then he stopped 
swimming and was drowned. 

_ Mr. Crawford also asked: “Was 
it not one of your members who 
sold Mussolini at the height of his 
powers, a book entitled How to 
Acquire Self-Confidence?” 


* * * 


AALL agreed that Mr. MacCabe 
made a —_ first-rate chairman— 
so good, in fact, that I cannot be- 
lieve that he will not be roped in 
again for many similar roles. To 
him, to Lord Luke, to the con- 
veners, to a whole host of helpers, 
and to the permanent staff of the 
Advertising Association, is due the 
success of an outstanding confer- 
ence. 
* * * 


Mlay I, as one of many reporters, 
add my own personal tribute to 
the first-rate press relations work 
of Gavin Starey and his team. 


WEEK'S WISECRACK 


~~ 


* Yes, Carruthers, it was a 

disastrous conference: it 

cost me all my expenses 
and ti three accounts.” 


Apply for particulars to Advertisement Manager, Phoenix Building, Berridge Street, Leicester, or 47 Hertford Street, Mayfair, London, W.1. 


Tel.: HYD 7557/8 
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The National Market is definitely not the kind of big 

fish that will rise to a minnow. If you are out for big business— 
based on nation-wide Retail response—make your cast with a 

Daily Mail Whole Page. The cost is £3,250. 
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} fish use a big bai 


SUCCESS STORIES START WITH 
| A PAGE IN THE DAILY MAIL 
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discovery seems to have been made 


The age of miracles 
has not passed 


says COPYTASTER 


ALTHOUGH I cannot pre- 
tend to see them every 
week of the year I seldom fail 
to read at least one medical 
and one dental journal, and | 
have always thought that their 
editors had a pretty good nose 
for news. 

But I was wrong. 

Something of staggering im- 
portance to human health and 
happiness has occurred in the 
United States and they have 
failed to tell their readers any- 
thing about it. 
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Yet another world-rocking scientific 


If there is a dentist in the house 
he had better sit up and take 
notice. 

The news was in the Saturday 
Evening Post \ast February and 
here it is:- 

IMPORTANT MILESTONES 
IN MODERN MEDICINE 


1796: Triumph over  con- 
tagious diseases. First 
inoculation by Dr. 
Jenner. 

1848 : Triumph over pain. Dr. 
Morton’s discovery of 
ether. 


Are you proud 


offer you. It’s one to which we 


worth having. 


We are a worldwide, 


responsibility. 


We'd like to hear from you, in 
with details of your experience 


Advertiser’s Weekly, 


it’s one a man of your experience 


of your ability... 


as a writer of sales promotion and advertising ? 
. then we would welcome the opportunity to meet you 
We expect you are happily employed (with a company or advertising 


agency) and have little thought of leaving. Nevertheless and in 
complete confidence—let us tell you"about the position we have to 


attach considerable importance ; 
would find exacting, stimulating, 


You will, of course, expect certain things of us 


well-known company. The men 


who occupy our offices (in London) are expected to 
exercise sound judgment—and are given considerable 


We would expect certain things of you 


That you are young (in your thirties probably) and not 
unaggressive. That vou are University-educated, and able 
to manage a small department of your own. That you 
are articulate on paper and confident of your persuasive 
abilities. That you are imaginative when the mood is 
upon you, and congenial when we meet. 


confidence (naturally). Write us 
and your present salary. Let's 


determine if your future ties in with ours. . . 


Box No. 3588 


180, Fleet Street EC4 


wrote 


Does this mark the 
end of the road for 
the dentist's drill? 


1929: Triumph over bacterial 
infections. Fleming dis- 
covers penicillin. 

Now—1956: Proctor & 
Gamble proudly an- 
nounces . . . 

TRIUMPH 
OVER 
TOOTH DECAY 
Can you guess it? 
es, the triumph is another 
toothpaste with a magic ingredient 
and yet again it has been tested 
upon thousands of people and has 
set records of decay protection 
never. equalled by any other 
toothpaste 


Armies at night 


The trouble with these mile 
stones of modern medicine is that 
whole armies of them spring up 
almost overnight like dragon's 
teeth—and they all look exactly 
alike. 

Carbolic, Irium, Ammonia, 

Sodium Riniceolate (= can't 
spell it), Chlorophyll, Gardol 
they have triumphed over tooth 
decay, yet my dentist still some- 
times says “‘tut-tut” and reaches 
for the drill. 

An eagle-eyed reader has sent 
me an advertisement from a busi- 
ness magazine for Eagle Verithin 
pencils, with a picture of a mer- 
maid holding up a placard saying 
that Verithin pencil marks don’t 
run when wet. 


Tampering with nature 

Apparently all these people 
who go diving with snorkels and 
aqualungs have brought yet 
another peril of civilisation to the 
vasty deep, and to my correspon- 
dent's unbridled disgust, the mer- 
maid is wearing a brassiere ! 

He (or she) writes: “Since when 
did mermaids wear bras? Must 
be a fuddy-duddy on the board 
of the Eagle Pencil Company.” 

I have said before that I am 
nearly always completely baffled 
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TRIUMPH 


OVER 


TOOTH DECAY 


& 
s] 
° 
‘a 
2 


by cosmetic advertisements. After 
long study of research reports 1 
think I can usually separate the 
really poor campaigns from the 
rest, but spotting the big winners 
seems to be no easier than on the 
racecourse. 

This Pond’s Cream advertise- 
ment with its very long copy was 
in the Observer and the readers 
of that paper are probably not 
appalled by the prospect of read- 
ing 250 words or so, but I should 
have thought they would be more 
indignant than most people about 
the advertiser's duplicity in sign- 
ing the advertisement “Ann 
Dudley” as if it were a new line 

@ Continued on page 22 


Give your Face 
a piece of 
your Mind 


Ott no camer for w 


dave ome ot 


te 
The 


Copytaster thinks that this is a 

very good advertisement indeed. 

He finds it disarming and con- 
vincing. 
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~ ADVERTISEMENT 
SCORES 


Municipal 
Engineering 


MOTOR & PUBLIC HEALTH with the Official Journa lof THE INSTITUTE OF WORKS & HIGHWAYS SUPERINTENDENTS 


Every week MUNICIPAL ENGINEERING reaches every 


e Engineer, Surveyor & Highways Superintendent 
@ Public Cleansing Officer, and 


@ Sanitary Inspector of Britain’s loca! authorities 


MUNICIPAL ENGINEERING — Raric Prat Reale £13 


3, Clement’s Inn, W.C.2 HOLborn 5502 
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A woman-to-woman ad that 


highlights the face 


of cosmetics, instead of our old himself room ¢o manoeuvre, the 
friend Pond’s. writer has achieved a friendly 


It almost smacks of the prac- woman-to-woman approach 
tical joke, a form of humour that that I find quite disarming and 
few victims find very funny. convincing. 


On the other hand, the copy is 
unusually interesting. 

By writing i in the first person is 

and using enough words to give 


Apostles of the dull and dreary 
will complain that the headline 
and unlikely to 
women’s 


facetious 
attract 


attention. I 


Check marks, graphs, maps and records of all kinds made 
with Vershin Coloured Lead Pencils are absolutely 
permanent. The unsoluble coloured lead won't run if wetted 
by rain oF spilled water; won't smear under moist hands, “g¢ 4 
won't smudge when rubbed by other papers in the file 

What ts more, the tough, resilient lead can be sharpened w 

a needle-fine point by hand or mechanical sharpener, and will 
bold chat point under excra heavy pressure A Verithin Coloured 
Lead Pencil gives ever 4000 tick marks with one sharpening 
Here ts real coonomy, real relabitity 


“5 -—-.~—-— "Com 
 VERITHIN = 


COLOURED PENCILS _ 


~ . 
EAGLE PENCIL COMPANY, ASHLEY ROAD, TOTTENHAM, LONDON, K.17 


Yet another peril of civilisation appears to have been brought down 
to those who live in the deep. This mermaid has been fitted out with 
a brassiere—and one reader has recorded his unbridled disgust. 


_ entirely disagree. 


Women think 
about their faces every hour of 
the day, and the words “your 
face” are magnetic and 
irresistiblé. 

It is known that an editorial 
article in a women’s magazine 
can, and does, produce infinitely 
more response from readers than 
an advertisement about the same 
subject, and this Pond’s produc- 
tion is as close to being an edi- 
torial article as we are ever likely 
to see. 

To me it seems a very good 
advertisement indeed. But I 
must remind you that on this 
subject | am more than normally 
fallible. 

In every copywriter’s life there 
are times when he writes a phrase 
or headline so completely satis- 
fying to himself that it would 
break his spirit if not his heart 
to have it turned down. 


Choosing the phrase 

Yet thumbs do have to be 
turned down on it for one reason 
or another, and his copy chief is 
in a -quandary. One chief of 
mine had a particularly mean 
and crafty way of pretending not 
to see the point when a felicitous 
phrase seemed not to fit in with 
his ideas, while another had the 
happy notion of bringing a blush 
to my modest cheek with praise 
and then saying the phrase was 
too good for the particular job in 
hand: “Let's put it away in a 
safe place until we get a chance 
to do it justice.” 
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STOP PRESS NEWS 


Stads 


“TERYLENE’ WORSTED 


THE TROUSERS Ja 
YOU DON’T 
HAVE 


TO PRESS 


The phrase “Stop Press News” 

ad been written—and Copytaster 

agrees that it would have been a 
shame to waste it. 


The copywriter of this Strads 
trousers advertisement was surely 
on very good terms with himself 
when he wrote the headline STOP 
PRESS NEWS. Compared with 
it, the headline “The trousers you 

@ Continued on page 26 


CUMBERLAND 


WESTMORLAND 


campaign. 


y LANCASHIRE 


ra ‘CHESHIRE 
NORTH WALES 
NOTTINGHAMSHIRE 


SHROPSHIRE 
MID WALES 
WARWICKSHIRE 


BUCKINGHAMSH 


BERKSHIRE 


The Provincial Weekly has a busy life. 


It stays in the home all the week to be read 
and re-read by ail and sundry. Father, 
Mother, the children—all their interests are 
catered for. The Weeklies must figure in your 


David L. Clackson 


80 FLEET STREET, LONDON, E.C.4 
FLEet Street 2626 


Telephone : 


HAMPSHIRE 


BURY TIMES GROUP 


BIRKENHEAD NEWS GROUP 
BOURNEMOUTH TIMES SERIES 


CAERNARVON HERALD SERIES 
CHESTER CHRONICLE SERIES 


Representing 
COVENTRY STANDARD 
CUMBERLAND & 

WESTMORLAND HERALD 
NEWARK ADVERTISER 
- ROCHDALE OBSERVER SERIES 


A.B.C. Net Sales in excess of 500,000 


RUGBY ADVERTISER 
WELLINGTON JOURNAL & 
SHREWSBURY NEWS 
WHITEHAVEN NEWS SERIES 
WINDSOR SLOUGH & ETON 
EXPRESS 
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How do you measure things ? 


IN THIS SUPERSONIC AGE WE ARE GETTING 
USED TO MEASURING THINGS IN STRANGE WAYS 


—the circumference of —Paris is a suburb of —New York is a quick 
the earth is 50 hours Dover 


Astute advertisers, however, still measure the things that count 
in a more realistic way—by RESULTS. That's why JOHN BULL 
is such a great medium! 
Because it has earned the full attention and confidence of its 
4,500,000 readers, advertising in JOHN BULL has 
helped product after product into the best-seller list. 
In the last analysis, when selecting a medium, RESULTS are what you 

want—and you'll always get results from a magazine that has, of all 

general photogravure weeklies, the highest circulation, the greatest 


home delivered sales and the jonest rate 


per 1,000 readers. 


ABC. NET SALES, JULY-DECEMBER, 1955 
1,132,182 


HARRIS KAMLISH, ADVERTISEMENT DIRECTOR, ODHAMS PRESS LTD., 96-98, LONG ACRE, LONDON, WC.2 
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Look to the Daily Mirror! — the daily paper 
with the busiest reader traffic of them all 
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| biggest daily sale on earth DAILY MIRROR 

; 
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FOR EXTRA BUSINESS, EXTRA PROFITS 


These famous products 
are being advertised in 
the DAILY MIRROR 


week beginning May 21st 


e 12,789,000 readers of the Daily Mirror 
will see these advertisements 


e THAT’S ONE IN THREE OF ALL SHOPPERS — 


And the cost? Based on A.B.C. July-Dec. 1955, average daily net sale of 
4,694,042, it’s the lowest inch per 1,000 rate of all national dailies ! 


moves goods nationally, regionally, LOCALLY 
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Copytaster finds a South African ad 


that is an eye-opener 


don't have to press’ must have 
struck him as pedestrian and 
almost plodding. 

But, of course, it is the right 
headline to display. These trou- 
sers are news, and the headline 
not only tells it but makes the 
most of it. (Notice what a differ- 
ence the word “you” has made! 
“Trousers that need no pressing” 
is as flat as a flounder compared 
with this.) 

Yet the STOP PRESS NEWS 
headline had been written, and it 
would have been an_ unkindly 
shame to waste it—so somebody 
has quietly tucked it out of sight. 
Offhand, I would say that 50 
per cent of the advertisement’s 
readers either failed to see it at 
all or missed the joke in it. 

That is as it should be, for 
although the joke is a good one, 
it would merely slow the reader 
down and risk his wandering 
off to the next column. 


Anticipated lesson 


The moment I saw this English 
Electric advertisement I thought: 
“Ah! Dubonnet!” and looked 
forward to yet another of those 
convivial lessons in French. 

All that took but a fraction of 
a second and it did not take much 
longer to find that the only 
common denominator was the 
typography—for this is a sad ad- 
Vertisement indeed. 

Even the typography is un- 
happy, the heavy lines being just 
a little too large and too close for 
easy reading, while the copy itself 
is irritating and repetitive: “Jn 
minutes your whole wash is 
beautifully fresh spotlessly clean” 
say the heavy lines, and a small 
voice answers “within minutes 
everything is spotlessly clean.” 

It would be silly to complain 
seriously about the resemblance 
to Dubonnet’s _ typographical 
arrangement. No question of 


New! Streamlined! _ 


et ot ee women 


GTS washing machine 
heats the water for you 
—boils if required 

by | ‘finger-tip contro?’ 

In minutes your whole wash 

is beautifully fresh apes? 
spotiessly clean 


— 


oe ae 


oft ENGLISH ELECTRIC” 


“A sad advertisement indeed” is 
the verdict of Copytaster. 


copyright can arise, and in any 
case the Dubonnet typography is 
based on old-fashioned spelling 
books. 

But it was probably a mistake 
all the same for no reader can 
fail to remember Dubonnet and 
to regret that this copy is not 
written along (or between) the 
same light-hearted lines. 


From overseas 


SEARCHING THROUGH some over- 
seas vouchers I have belatedly 
found a most amusing and eccen- 
tric litthe compaign to announce 
the opening of a new restaurant 
in Durban. With drawings re- 
sembling old woodcuts and steel 
engravings arranged almost hap- 
hazard on a tint background the 
visualiser has produced advertise- 
ments so striking and at the same 
time so interesting that I can 
hardly imagine anyone failing to 
stop, and stare, and study every 


a ae ee 
» ieee «. 


In the opinion of Copytaster, this is a first rate advertisement. He 
considers that it is full of meaning to those in this country who 
are engaged upon advertising in Commonwealth newspapers. 


word and every line. 

In one advertisement the main 
drawing shows, a young man in a 
Pullman carriage holding up a 
refusing hand to the waiter’s offer 
of a dish: 

“Herbert is not having any- 
thing, thank you. He is saving 
his appetite for the opening of 
the Intermezzo, Durban's new 
romantic restaurant, on Friday, 
July 1st.” 


In the advertisement repro- 
duced here I particularly like the 
artist’s idea of illustrating the 
words “now open!” with a pic- 
ture of a pocket knife with 80 
blades all open at once. 


No price list 


It could be argued that this off- 
hand treatment without even a 
hint of prices or hours of opening 
or the kind of food that will be 
served (except for the words 
Continental Chef) is a waste of 
opportunity. 

Perhaps it is, but I imagine 
that news and gossip travel fast 
in Durban and the advertiser’s 
policy was to get the place filled 
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in the early days and let the tom- 
toms do the rest. 

To me this clever and origi- 
nal campaign is a very startling 
eye-opener. When you think 
of some of the advertising sent 
out to Commonwealth news- 
papers from England and 
imagine it competing with this 
kind of thing you may well 
wonder whether some of us are 
as wise as we like to believe. 
Certainly BETRO, or some 

such body, would do us all a 
service by organising an exhibi- 
tion of the best indigenous 
advertising from South Africa, 
Australia and New Zealand. 

@ Just as I finished writing 
this there was a tap at the door 
and somebody presented my 
wife with a sample of tooth- 
paste called Gleem, which has 
a secret ingredient rejoicing in 
the name of Miracle G-70. To 
which will you entrust your 
teeth: the milestone or the 
miracle? My family witch- 
doctor has no doubt about it, 
and says that miracles are very 
powerful medicine. 

And my dentist? 

If these products are all they 
claim to be I suppose I shall 
never see him again. 


New salesman’s aid can 
full range 


display the 


IG - SCREEN _ reproduc- 

tion of 35 mm. slides (to 
give a picture eight inches 
square) can be made by means 
of the Vistavu slide viewer 
newly introduced by the Cine 
and Optical Division of Rank 
Precision Industries Ltd. 

Of interest to both the profes- 
sional and amateur photographer 
as well as industrialists and edu- 
cationists, the unit is specially 
suitable for use by small groups 
of viewers. The miniature 
camera enthusiast, especially, will 
find it an ideal medium for view- 
ing holiday pictures, still life and 
child studies. 


Value to travellers 


It can also be employed with 
excellent results in many other 
fields. For example, its port- 
ability and lightness of construc- 
tion will be of particular value 
to the commercial traveller, who 
can display his range of goods 
quickly and effectively in full- 
colour—a feature that will also 
appeal to travel and advertising 
agents. 

Provided with simple controls, 
the unit is operated direct from 
the mains. Slides are easily and 
quickly changed. The screen 
image is formed by an f/2.8 lens 
and matching optical system, 
while a 100 w. lamp provides a 
brilliant picture in a normally 
lighted room. 

Soon to be available as an 
alternative addition, is a special 
slide carrier named Vistamatic. 
It takes 30 slides at one loading 


The new slide unit in action. 
and will give a complete pro- 
gramme of uninterrupted view- 
ing. 


Advice to artists 


Backgrounds to Living, by Roy 
Grubb, published by Studio Publications, 
price Ss 

THIS ATTRACTIVE little book, 
number 38 in the “How to Draw” 
series, tells, and shows, how to 
draw such homely articles as 
spectacles, darts, matches, vases, 
glassware, clocks, bottles, insects 
and other commonplace subjects. 

The text contains much useful 
advice and the drawings are 
beautifully done. 

Artists, whether professional or 
amateur, commercial or “pure,” 
will find much of interest and 
value in this book. 
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THURSDAY 
3rd May 


Average TV set usage per home per day 
— May 3rd and 4th 


In TV households sets were tuned to ITV programmes for 2°6 hours and to BBC 
programmes for I-! hours. 

The Nielsen Survey (mean date March 28th) showed that, in the 351,000 TV 
homes in the Granada Primary area, the average number of adults per household 
is 2-5, and that the average number of children per household is |-!. 
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GRANADA TV 
OPENING 
BEST ON RECORD 


Nielsen Television Index has surveyed the opening days of each contractor as 
their stations opened, and the peak quarter-hour average audience in terms of 
households is shown below. Figures for Granada TV are based on a total of 
351,000 TV homes estimated in a Nielsen Survey, mean date March 28th. 


LONDON _ Thursday, September 22nd 124,000 hor | : 
Friday, September 23rd  122,000hca = 


BIRMINGHAM oe 
Friday, February |7th 186,000 


GRANADA Tv 


Thursday, May 3rd 228,000 homes — 
Friday, May 4th 154,000 homes — 


GRANADA TV NETWORK 


Sales and Advertising Departrent, 149 Regent Street, London, W.1. Regent 8521 
Granada House, Water Street, Manchester 3. Deansgate 7211 
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PUBLIC RELATIONS 


Cars and fashion combine 


in showroom event 


HAT kind of hat did 

motorists wear in the 
good old days of 1909? And 
where do you get such a hat 
today? 


Those two problems faced the 
public relations department of 
Downtons Ltd. when one of 
their clients, Brew Brothers of 
Old Brompton Road, recently 
staged Britain’s first combined 
car and fashion show. 

The hat was for 
Askey, who opened the show 
seated in a 1909 Austin—com- 
plete with that hat. Sabrina was 
there too. 

Three of the latest Austin cars, 
especially prepared for the show 
by the British Motor Corpora- 
tion in an experimental range of 
two tone colours, and exclusive 
dresses by Madame Morell of 
Curzon Street, were shown to an 
audience drawn from the theatre, 
fashion world, press and motor 
industry. 


Like the princess 


Highlight of the fashion show 
(the models included top-rank 
Swedish mannequin Caren 
Carlstedt) was a copy of a 
Palomino mink cape presented 
by Prince Rainier to Grace Kelly. 

Guests included the Mayor of 
Kensington, Lady Petrie; and 
actresses Phyllis Calvert and 
Peggy Mount. Among BMC’s 
representatives were ee 
Bishop, general publicity man- 
ager; John Bowman, the Austin 
company’s press officer; David 
Syme, editor of Austin Magazine, 


Arthur 


Arthur Askey was there and 
seemed very interested ... 
and Sabrina was also there. 


and Kay Petre, Austin’s colour 
consultant, who chose the new 
range of colours for the cars. 
Those present were afterwards 
invited to a champagne reception 


in the basement—where Austin | 


service week displays were on 
show. 
The “twin-show” was planned 


to link with the service week and | 


for the remaining days tie-up 
displays featuring travel goods 
and other accessories (loaned by 
Peter Jones of Sloane Square) 
with Austin cars were on view 
in the showrooms. 

The event was organised by 
Peter Hunt, head of Downtons 
public relations department, in 
conjunction with Brew Brothers. 
Other Downtons public relations 
representatives were Paul Baker 


and fashion adviser Elizabeth | 


Kenyon. 


Dresses of 1909 and 1956 are here seen against the background of an 


Austin A30 and one of 1909 vintage. Occasion was the “Twin Show” | 


of cars and fashions held in the showrooms of Brew Brothers. 


ADVERTISER'S WEEKLY 


it comes to 
reminder 
advertising... 


What better site 
could you choose 
than in the shop 
itself? 

Particularly when 
the site is free and 
gladly given—because an 

attractive Redfern Advertising 

Rubber Mat becomes part of the 

furnishings of a well-equipped shop. 

Redfern Advertising Rubber Mats can 

incorporate your trade name, mark or slogan 

in any combination of colours. Many of the 
largest and most experienced advertisers regularly 
distribute thousands of these acceptable advertising 
reminders. 


ao 
m 


LO ie. 


DOOR MATS . FLOOR MATS 

COIN MATS . DARTS MATS 
BOWLS MATS 

* 


Write for folder amusingly illustrated 
by EMETT. Kk gives complete details 
and examples in colour of these permanent 
point-of-sale reminders. Perhaps they could 
help to solve your sales problem. 


NATIONAL ADVERTISERS’ DIVISION 
REDFERN’S RUBBER WORKS LIMITED 
HYDE, CHESHIRE 


Arthur Upton Service 
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ADVERTISER'S WEEKLY 


ISTINCTIVE decoration 
and an attractive, speci- 
ally designed lighting scheme 
compel customers’ attention 
towards the new footwear 
department at the Doncaster 


Co-operative Society's Don- 
caster store. 
The footwear department 


forms part of the first floor 
showroom and is designed to 
contrast completely with the 
remainder of the floor. General 
store lighting is by multi-lamp 
fluorescent fittings and provides 
adequate illumination to show 
off the varied types of merchan- 
dise to their best advantage. To 
contrast with it, the entrance to 
the footwear department is lit 
softly and provides interesting 
shadow effects beyond which 


Doncaster retail department 


Warmth, gaiety and added shopper interest 


have been brought into a 


‘Dramatic’ lighting of shoe 


section steps up sales 


Responding to the new theories concerning the relationship 
between careful lighting and the rate of retail sales, a Doncaster 
store has greatly improved customer facilities. 


customers’ eyes are attracted by 
a view of the brilliantly illumi- 
nated central section of the 
salon, 


Co-operation in design 

The shop fitting design organi- 
sation, Henry Servemti & Co., 
Ltd., and the General Electric 
Co., Ltd. (which designed the 


lighting installation), collabor- 
ated closely in this redesign 
operation. 


To create the effect of a float- 
ing ceiling, a false ceiling has 
been built 18 inches below the 
main ceiling; one quarter of it 
is extended to the surrounding 


wall and the remainder leaves a 
gap of about three feet. The 
effect has been completed by 
covering the main ceiling with 
paper of a deep red pattern and 
illuminating it with Osram cold 
cathode fluorescent tubes set 
above the false ceiling. <A cut- 
off arrangement prevents any 
light from striking the wall. 
This lighting provides an addi- 
tional illumination effect on the 
ceiling of the entrance hall which 
is covered with paper of the same 
pattern. 

To project a concentrated 
light on the feet of customers 
during shoe fitting, silvered glass 
Gecoray reflectors with reeded 
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The entrance to the footwear 
department of the Doncaster Co- 
operative Society's Doncaster 
store showing the new GEC light- 
ing installation. A more intimate 
and at the same time a more 
sales-aiding atmosphere has been 
created. 


glass diffusers are fitted into 
recesses in the ceiling. In posi- 
tions in which a wider throw of 
light is required, 25 degrees pris- 
matic glasses are fitted. These 
reflector units are surrounded by 
a brass skirt which provides a 


@ Continued on page 4 


We just love beating the big drum to call attention 
to a good product—we have been doing it for years, 
very successfully, for many famous clients. 


Our big drum is at the point of sale. We make 
displays and eye-catching models, showeards and cut- 
outs, and there is a mark of quality about every piece 


we produce because we believe that good products 
need good presentation. 


a PRIE STLEYS of Gloucester 


COMMERCIAL ROAD, GLOUCESTER. TELEPHONE: 22281-4. 
TELEPHONE: TRA 4277-8. 


VICTORIA BUILDINGS, 32 DEANSGATE, MANCHESTER 3. 


70 CAROLINE STREET, BIRMINGHAM 3. 


TELEPHONE: CEN 1941. 


22 BUCKINGHAM STREET, LONDON, W.C.2. 


TELEPHONE: BLA 3851. 


AND AT CARDIFF. 
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DONT MISS THAT 
DEADLINE 


Your advertising controlled the 
visible way 
“* Space reserved for....” A deadly phrase — 


the advertising agent’s nightmare ! 
experienced it ? 


Have you 
You're a lucky man if you 
haven’t, but a wise one if you make sure that 
you don’t. 


And you can make sure. A visible system designed 
in co-operation with the Advertising profession 
eliminates the fear of missed insertion dates. 


Every stage of every job is tightly controlled by 
this mistake-proof snap-vision system. Copy, lay- 
out, art-work, production . . . the deadline for each 
is colour-signalled from the visible edge of the 
record for your instant attention. 


No chance of dates being overlooked . . . work 
forgotten or mislaid; no need to thumb through 
masses of cards or papers — details stand sharp 
and clear at the flick of a finger. 


These records contained on visibly-edged cards 
afford the maximum safeguard over all advertising. 
Press insertions . . . leaflets .. . posters . . . all your 
activities can be-controlled for twelve months 
simply — efficiently — confidently. 


This is a system of equal value to the Advertising 
Manager as to the Agency. It will save endless 
worry, time, labour and money. And although 
wherever there is advertising there will always be 
a few frayed tempers . . . occasional outbursts, you 
will be surprised how they decrease when once this 
system is installed. 


Would you like full details? Then just write 
“Advertising Records” on your headed notepaper 
and post to the address below. 


(Shannon Syslems 


VISIBLY BETTER RECORDS 


The Shannon Limited 
27 Shannon Corner, New Malden, Surrey 
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New style of shoe store 


lighting adds gaiety 


A general view of the footwear department of the Doncaster Co- 


operative Society's store. 


The shaped wall display cases and modern 


style wall lighting brackets increase the sales appeal of the products. 
A false ceiling has been added. 


decorative finish and prevents 
glare. 

To avoid the lowering effect of 
a dark ceiling, an inverted Geco- 
ray reflector housing an Osram 
150W lamp has been built into 
a showcase in the centre of the 
salon. This illuminates the float- 
ing ceiling evenly and cuts off 
sharply at its perimeter. A gay 
decorative touch is added to the 
salon by the shaped wall display 
cases and modern-style wall 
lighting brackets 

The children’s room receives 
general illumination from the 
fluorescent fittings used on the 
main general sales floor. Direc- 
tional lighting is provided by wall 
brackets of simple design which 
direct light on to the customers’ 
feet. The “speciality” room has 
a lumenated ceiling above which 
are fitted cold cathode fluorescent 
lighting tubes of gold and white 
colours, which give it a warm 
standard of illumination through- 
out. 


room of the 


The children’s 

footwear department has been 

equipped with directional lighting 
aimed at the feet. 


The NABS man’s guide tothe South 
African cricket tour 


Springbok Glory, by Louis Duffus, 
blished by Longmans, Green & Co., 
td., price 16s 
LA year the visiting South 
African Test Team nearly 
achieved what everyone, in this 
country anyway, thought im- 
possible—the winning of a test 
series against England. 

After losing the first two games 
they won the third with five 
minutes to spare, the fourth by 
224 runs and then lost the final 
test at the Oval. It was rather 
like the “Two Freds” match. 

The story of this exciting test 
series and other Springbok 
triumphs since the war in Eng- 


land, Australia and South Africa, 
are excellently told in this new 
book by Louis Duffus, sports 
editor of The Star, Johannesburg. 

The author, who once took part 
in a trial for the selection of a 
South African touring team, has 
for 25 years been recognised as 
“the leading writer of cricket in 
his country.” He has covered 13 
tours, including five in England 
and two in Australia, and has also 
broadcast and written for many 
English newspapers and cricket 
journals. 

The book has several black and 
white plates and should be an 
interesting addition to the cricket 
lover’s bookshelf:—ps. 
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* facts from a recent independent readership survey 
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in industry, commerce or finance. Nice proposi- 


Investors’ Chronicle are directors or executives 


tion for advertisers at £80 a page 


INVESTORS’ CHRONICLE 


The only financial weekly with an A.B.C. figure (July-Dec., 1955, 27,111). 
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ADVERTISING CASE HISTORY 389 


Inclement weather turned out to be no _ hindrance 


to the success of a stunt to bring a new 


gardening implement to the notice of the press 


Flame-throwers and coupons 
launched this garden aid 


(HE love of gardening may 
be profound—but who is 
enamoured of the really back- 
aching work? For _ that 
reason a wide band of the 
population is predisposed to 
accept a machine that will put 
paid to it. But what about 
price? What about the break 
with traditional practice? and 
about the argument “I am no 
good with mechanical things— 
that is why I like gardening” ? 

But the task of persuasion can 
be successfully carried out. 

In July, 1954, a month after 
Erwin Wasey & Co., Ltd. were 
appointed their advertising 


agents, J. E. Shay, Ltd., manu- 
facturers of Rotoscythe power 
mowers revealed the  proto- 
type of an entirely new form 
of cultivator. Named the Shay 
RotoGardener, this machine was 
designed and priced for the 
domestic garden owner—the man 
who would buy a power mower. 
Its function was to dig, hoe, level 
and weed a garden; and, with 
attachments, mow, ridge and haul. 

The agency immediately set 
about formulating a marketing 
policy. 

The primary problem was to 
achieve immediate distribution 
and the agency recommended 
doubling the existing Rotoscythe 
sales force to enable this high- 


potential product to be sold 
through existing Rotoscythe out- 
lets and to obtain additional out- 
lets. The client agreed and plans 
for advertising and merchandising 
to the trade proceeded. 

A dramatic method of de- 
monstrating the Shay RotoGar- 
dener was needed to introduce 
this machine to the press. Ac- 
cordingly Erwin Wasey’s pub- 
lic relations division hired 
Forbes House at Hyde Park 
Corner. 

The house was part derelict 
and was full of debris from the 
Diaghilev Exhibition, then being 
dismantled. Building contractors, 
spurred on by anxious public re- 


lations men, did wonders to clear 


ps . 
r 
ca RoteGardaner — 
2 @ Ones shen 


May 18, 1956 


Take the toil out of 
gardening with the | AY | 
>ROTOGARDENER 


— = Ut Fe nk ees 


~ 
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One of the advertisements that 

has appeared in the gardening 

press on behalf of the new “save 

labour” implement manufactured 
by J. E. Shay Ltd, 


the principal room, where the 
press party was to be held. At 
the time it was chock-a-block with 
timber. 

Cleaners and floor polishers 
then moved in. Water, heating 
and light had to be laid on... 
the public address system had to 
be installed . . . finally, caterers 
set up their tables and a feature 
was a supply of hot punch—very 
necessary on a cold February 
(1955) afternoon. 

It was planned to demonstrate 


@ Continued on page 38 


Motivation research 


number 
Guest editor 


Graeme Cranch 


Cut out and post today 


No 6 now out 


Marghanita Laski Advertising—a part of our lives 
Harry Henry How does inotivation research work ? 


Colin McIver How motivation research fits into the agency operation 


Please enter my subscription 
for the next four issues to 


Advertising Review Quarter]; 


at £1 post free. 
(Single copy 5/6) 


ans eR 


Address 


David Ogilvy The image and the brand 
René Elvin The Daily Mail 

Paul Reilly The Design Centre 
‘Technicus’ Techntcal advertising in Europe 


Pictorial review of Ian Bradbery and Hans Namuth, famous 


New York photographer. Bowater Advertising. Robertson & Scott, 
Edinburgh, founded 1819, Britain’s second oldest agency. 


Cheque] P.O. enclosed. 


Signature 


International advertising : Brazil. 


Advertising Review ouarTERLy 


New Address: 42 Russell Square, London W.C.1. Langham 8197 
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TELEVISION PROVES ITS POWER 


to sell household and 
personal supplies 


Television has proved itself a highly successful selling medium 
for the wide range of products coming under the category of 
household and personal supplies. The product may be a re- 
gular purchase like washing powder, a small investment like 
an electric razor, or a major investment in the form of a suite 
of furniture. In each case television has helped to improve 
retail distribution, made the brand name better known to the 
consumer, and brought a rapid increase in sales. 


Increases in brand-awareness for ATV-advertised products 
Just before the opening of ITV in September last year, TV 
Research (Gallup Poll) Ltd. asked a sample of Londoners, 
with and without sets equipped to receive Independent Tele- 
vision, the question: ‘“‘What is the first name you think of in 
(product group)?” A few months later this question was put to 
a further sample. The answers are tabulated separately for 
those from ITV and non-ITV homes. 


MANSION POLISH 


ITV HOMES NON-ITV HOMES 


41/ 
Mansion Polish was a brand-leader 
before television advertising began, 
but by March 1956 had increased its 
lead over competitors by 15 points in 
ITV homes, compared with a rise of 
only 4 points in non-ITV homes. 


OMO WASHING POWDER 
NON-ITV HOMES 
Before television advertising, Omo 
was fourth on the list of washing 
powders mentioned first by potential 
customers in ITV homes. By January 
1956, Omo had become the brand- 
leader in ITV homes. In non-ITV 
homes it occupied third place. 


LJ 


SURF WASHING POWDER 


NON-ITV HOMES 


ITV HOMES 
187 

~ Surf climbed from fifth to third place 

in IT V homes within four months of 

television advertising. In non-ITV 

homes a gain of one-half was regis- 

tered for the same period. 


Television has shown itself able to increase brand-awareness 
quickly ; but the real test is sales. 


Midlands ATV sells furniture—fast 
Rowland Hartrick Ltd., manufacturers of Lush furniture, par- 
ticipate regularly in the Friday night advertising magazine 
“Fancy That,” featured on Midlands ATV. The Lush adver- 
tisements take the form of weekly competitions, with prizes of 
Lush furniture for the winners. The competitions have aroused 
enormous local interest and, after the first advertisement, 
people made special journeys from as far away as Nottingham 
and Derby to the firm’s showrooms at Leicester and Wolver- 
hampton, where they made substantial purchases on the spot. 
Not only have sales following the Lush advertisements in- 
creased, but the proportion of higher priced furniture sold has 
also risen. For example, on the day following one “Fancy 
That” programme, two-thirds of sales by one Lush showroom 
were suites costing over £100 each (compared with an average 
of £60-£70 previously), and many of the customers paid cash. 
There are many other advertisers who have proved tele- 
vision’s power to sell household and personal supplies. If you 
have not already seen the ATV leaflet on the subject, please 
send for one. It gives detailed information on how advertisers 
in this field have successfully used television. For no other 
medium can do so much, so quickly. And, if you will write or 
telephone to ATV, you will find that it costs far less than 
you think. 


(| 


SELLS MORE-COSTS LESS! 


London weekend and Midlands weekday programmes 


Associated TeleVision Limited, Television House, Kingsway, London, W.C.2. CHAncery 4488 


Advertising Agents: Mansion Polish 


Dixon's West End Advertising Agency Ltd. ; Omo 


Lintas Ltd. and S. H. Benson Ltd. ; Surf — Lintas Ltd.; 


Lush furniture — Jack White and Associates 


wil —— 
i At , 
a a methane 


ADVERTISER’S WEEKLY 


te Just write your name and 
address in the margin of this 
advertisement and post it 
tous. We will send you 

by return descriptive 
leaflets, samples and 

prees. 


provide 


permanent pulling 


PUBLICITY 


The “ Perfect Poster Stamp’ ensures maximum pub- 
licity for your product at minimum cost. For a 
very small outlay you obtain 100% readership for 
your message from present and potential customers, 


thus giving you the best possible value for money. 
Please write for further details. 


* “ PERFECT POSTER STAMPS ”’ are printed on 
BUTTERFLY BRAND NON-CURLING 
GUMMED PAPER. 


1244492464 POSTER STAMPS 


3a, HARRINGTON ROAD, LONDON S.W.7 
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‘Flame-throwers hot up the 
garden machine launch 


NOW TOUGHEST GARDEN JOBS MADE EASY 
THE SHAY 


WwW 


fy 


RotoGardener 


DIGS « HORS - LEVELS 


A powerful 
illustration formed 
the main feature 
of this advertise- 
ment, which has 
appeared in 
“Country Life” 
and “Field” on be- 
half of the Roto- 
Gardener. 


the RotoGardener in the garden. 
But just before the party, two 
snags threatened a crisis: 
© It began to snow heavily. 
®@ The ground froze solid. 
The problem of snow was dealt 
with by arranging an awning over 
a concrete terrace so that corres- 
pondents could watch the demon- 
stration dry shod and protected 
if not exactly warm. 
The state of the ground called 
for heroic measures. 


Tough proposition 

The soil, thinly covered with 
rank grass, was in any case, caked 
hard after years of neglect. Now. 
with the frost in it, it was like 
concrete; only a pick axe could 
have penetrated the top crust. 

A flame-thrower was there- 
fore brought into action. It 
cleared the snow and thawed 
the top surface. Conditions 
were the reverse of ideal, but 
this proved a plus ; for specta- 
tors were most impressed when 
the sturdy little RotoGardener 
dug up the ground just the 
same. 

Resulting press 
gratifying. 

At the same time press adver- 
tising began. Advertisements 
packed full of informative copy 
aimed at presenting the Roto- 
Gardener story in a newsy per- 
suasive manner illustrated by the 
machine in action appeared in 
the Sunday Express, News of the 
World, Observer, Radio Times, 
gardening magazines and class 
magazines with a high gardening 
readership. Double page spreads 
in trade papers also appeared. 

A fully comprehensive leaflet, 
a throw-away leaflet, instruction 


notices were 


| sway | RotoGardener 


WEEDS . MOWS . RIDGES . 440 


) ee ee 


book, and exploded drawing 
charts were likewise produced 
Following the experience 
gained by previous Rotoscythe 
power mower advertising. 
couponing was introduced in that 
for the RotoGardener. Readers 
were asked to fill in their name 
and address, cut out the coupon 
and send it to Shay. By return 
of post they received the compre- 
hensive leaflet and list of 
stockists. This was followed up 
a few days later by a call from 
either a Shay representative or 
local dealer who could demon- 
strate the machine on the prospec- 


@ Continued on page 40 


This twin display for stores and 
exhibitions shows the Rotoscythe 
alongside the RotoGardener- 
both made by the Shay organisa- 
tion, with a view to taking the 
drudgery out of gardening. 
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ADVERTISER'S WEEKLY 


A recent survey shows that people now 
reading ILLUSTRATED 


spend an average of 17% more time 


I 


ILLUSTRATED interprets the twentieth 
century for a group of young adults 


than they did nine months ago. 
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— here is proof that ILLUSTRATED is 
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being read more by the people 


who matter—in the market that matters. 
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ADVERTISER’S WEEKLY 


tive purchaser's own ground. 


Within a day or so of the 
advertising breaking, coupons 
began flooding in. In one day 
over 1,000 were received. Addi- 
tional help was arranged to 
enable leaflets to be mailed. 
Representatives rapidly trained 


additional demonstrators to help 
cope with the number of appoint- 
ments arranged. 

One very interesting point 
lay in the fact that the return 
of coupons was particularly 
good from mass circulation 
media. This was thought to be 


: 
; 
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An ad campaign that sold 


out within three months 


just another indication of the 
spread of income—we are all 
middle class today. At nearly 
£50, the RotoGardener was 
clearly a worthwhile tool to 


have in the suburban back 
garden. Power gardening had 
arrived ! 


The result ? 

The full year’s production was 
sold out in under three months. 
Orders were still pouring in and 
the factory was reorganised to 
enable production of the Roto- 
Gardener to be continued. This 
was done and by the end of the 


To help launch this 
implement — the 
RotoGardener 
flamethrowers were 
brought into action 
in the garden of a 
big London house. 


40 


season twice the number origin- 
ally planned were sold. 

This year sees a big increase in 
the appropriation, A new range 
of leaflets, showcards, window 
displays have been produced and 
the 1956 production at the factory 
has been stepped up to four times 
that originally planned for 1955, 


The ad year in 
retrospect 


Britannica Book of the Year, 1956, 
published by Encyclopedia Britannica 
Ltd., price 4 gns. (according to binding). 

THE OPENING of commercial 
television was the outstanding 
event in the world of advertising 
in 1955 and the relevant section 
(“Advertising”) of this beautifully 
produced book devotes a lot of 
attention to the way things went. 

“Those who prophesied that 
commercial _ television would 
release a flood of brash, vulgar 
advertisements found little to sup- 
port their prediction” states the 
section’s contributor—Denis W. 
Last, information officer, Adver- 
tising Association. 


Expenditure by government 


As in 1954, the government 
remained the biggest single adver- 
tiser with £551,000 for the first 
six months as against £553,000 in 
the same period in 1954. “There 
was, however, a shift of emphasis 
from civil defence to national 
savings, which accounted for 


May 18, 1956 


In order to promote the sale of 
their cakes Huntley & Palmers 
have had a collapsible wire cake 
display stand designed which not 
only looks attractive, but does 


a real selling job as_ well. 
Painted white with a name plate 
at the top in traditional blue and 
gold colours, the stands are 
designed to take up as little space 
on the counter as possible, yet 
they can display six cakes at once 
and more can be placed around 
the base if desired. 


£127,000 during the same period. 
This anti-inflationary effort 
accounted for just under one- 
third of the government's half 
year’s advertising expenditure, 
excluding British Railways.” 


HEAD OFFICE : 
QUINTON ROAD, 
COVENTRY. (‘Phone : 


The Coventry 


Cveninas Celearaph 


Cov. 5011) 


LONDON OFFICE : 
80 FLEET STREET, E.C.4. 
(‘Phone : FLEet Street 2695) 


32/6 per S.C.I. 


MANCHESTER OFFICE : 
CROMFORD HOUSE, MARKET STREET 
(‘Phone : Blackfriars 6987) 
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Formula for 


imcreasing 


your export 


New Bond Street, London W.1. 


Tell your sales story the world over . . . tell it 
to the right people . . . tell it in the right way. 


world over. 


maintained. 


For further information, write or telephone The Advertisement 
Director, Life International Editions, Time & Life Building, 
Grosvenor 4080. 


ADVERTISER'S WEEKLY 


This is the three-fold formula that many outstanding 
companies have found to be a useful tool for 
increasing export sales. 


One of the best ways of putting this formula to work 
is by advertising in LIFE INTERNATIONAL and 
LIFE EN ESPANOL — telling your sales story the 


Since the readers of these editions are men of 
influence — leaders in business, government and the 
professions — you know you are telling your 

sales story to the right people. 


And you know you are telling it in the right way 
— because you yourself have control of your advertising 
when you place it in LIFE INTERNATIONAL and 

LIFE EN ESPANOL. You have the opportunity of seeing 
that the most important selling points are made in the 
most effective manner... that your product is shown 

to best advantage .. . that your prestige is properly 


It is for these reasons that leading companies in Britain 
and on the Continent have more than doubled their investment 
in LIFE’s International Editions in the last four years. 


LIFE INTERNATIONAL — rates based on net paid 
circulation of 250,000 copies, printed in English and 
distributed in 120 countries outside North America. 


LIFE EN ESPANOL — rates based on net paid circulation 
of 275,000 copies, printed in Spanish covering all of 
Latin America. 


These are the INTERNATIONAL EDITIONS of LIFE 
magazine, with a combined current circulation of over 
560,000 copies every fortnight. 
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Printing is definitely emerging from the craft 


stage—and economies are being made 


May 18, 1956 


Watch the new printing developments— 
they will aid the ad man 


By A SPECIAL CORRESPONDENT 


wo of the most important 
tendencies in the graphic 
arts today are the increasing 
use of electronics and of 
photographic methods. 

The effect of these two ten- 
dencies is to cut out the possi- 
bilities of human error in print- 
ing, and to provide a welcome 
diminution of the vast amount of 
capital stored up in_ printers’ 
metal. And not to be forgotten 
is the fact that electronic equip- 
ment, in particular, is an effective 
answer to the skilled labour 
shortage. 

To the print user, therefore, 
these methods must obviously be 
welcome. While their effects are 
not immediately apparent, they 


must in the long run bring down 
prices. 

They should not be confused 
with “automation” — a word 
which has been too loosely used 
of late. Automation infers an 
automatic factory, which requires 
very few operatives. Neither the 
present electronic equipment nor 
the filmsetting techniques in the 
printing industry can be termed 
“automation.” It is true that 
automation has been used to 
some extent in paper-making in 
the United States for bookbind- 
ing, but in this country has not 
made great headway in the print- 
ing industry so far. 

Electronics is hard to define in 
a lay fashion. It is a scientific 
development from the use of 


electron tubes, which can trans- 
form, store information, count, 
amplify and compute, for 
example. This new branch of 
science is being used in nearly 
every industry—not the least in 
printing. 


Correcting the error 


The firm of J. F. Crosfield has, 
in this country, been ahead in 
the development of electronic 
devices for printing. Mostly, 
their job is to correct error. The 
Webatron is a web length register 
controller, for example. A photo- 
electric scanning head gives a 
voltage impulse when a register 
mark interrupts a light beam be- 
tween a lamp and one of two 
photo-electric cells. 


The Trakatron uses a photo- 
electric scanning principle to 
maintain accurate side register 
on a fast-moving web. 

Other devices control colour 
density and so on. 

It is in the field of electronic 
engraving machines that the 
most spectacular advances have 
been made. The etching pro- 
cess of the orthodox half-tone 
block is a very skilled business, 
but the electronic engravers, 
which require no acid, can be 
worked by an average intelli- 
gent person. 

There are various kinds. 

The Scan-a-Graver was origin- 
ated in the United States. A new 
version, the Scan-a-Sizer, which 


@ Continued on page 44 


1st AWARD 


NATIONAL OUTDOOR ADVERTISING AWARDS 
CLASS B PUBLIC SERVICE VEHICLE ADVERTISING 


MICHELIN 


BUS 


1955 


REAR 


THE PREMIER 


PRINTED BY 


WALTER BRIAN LTD. 


407-9 HORNSEY ROAD, LONDON, N.19 


SCREEN PROCESS COLOUR PRINTERS 


Advertising Agents : 


MODERN ADVERTISING SERVICE LTD. Incorporated Practitioners in Advertising 
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You’re only 40 winks 
from DUBLIN —4y a/r/ 


é' = fly AER INGU 


“GR Sn AR ni mES 

PROBLEM Pictures of beautiful scenery. or of trays of Lucullan food and drink, impressive 
charts of routes, are grand advertising for Air Lines and the Travel Agents receive 
thousands of °em! So the competition for Display space is severe. Aer Lingus, because 
Ireland’s beauty can be reached so quickly by the holiday-maker (or businessman), had 
a new idea, so they plumped for the phrase ‘‘ You're only 40 winks from Dublin—by air!”’ 

SOLUTION To be honest, this was a “natural” for an “Animotor’’ Showcard. So we 
created a small, easy-to-erect unit in gay colours with a winking eye. (See picture). 

RESULTS These exceeded our hopes. Mr. G. C. Draper, Publicity Manager of Aer Lingus, 
writes :— ‘Representatives report that Travel Agents all over Britain were most 
enthusiastic about the unit and repeat calls have shown that this unit, contrary to the 
usual practice, is kept in a prominent position for many weeks. In view of the com- 
petition for display space in Travel Agents’ offices, this is a most satisfactory result.” 

Incidentally, latest Aer Lingus statistics show summer passenger bookings will be well up on last year’s! 
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Can we help you in planning your Advertising 
from the beginning, which, paradoxically enough, is the end— the 
Point-of-Sale! We’re no farther away than your telephone — and 
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Printing 
advances 


—continued 


can enlarge and reduce, is now a 
reality. The Klischograph comes 
from Germany. Basically both 
these machines utilise a scanning 
“eye” which watches the original 
and transmits signals to a needle 
which cuts out, in dot fashion, a 
plate for use in printing. The 
Elgrama, a Swiss machine, is 
similar but instead of producing 
dot formation plates, it utilises 
lines. 

These machines have been a 
great boon to local newspapers, 
which have no process engraving 
plants, They have been able to 
use many more _ illustrations, 
which help in the circulation 


ght. 

In the field of photo-setting 
there are a number of machines 
in varying stages of production. 
Basically, instead of producing 
metal type they produce a 
with the appropriate copy. This 
could obviously be valuable to 
the lithographic and gravure 
printer, who, at present, has to 
maintain a complete composing 
room merely for the production of 
clean proofs for printing down. 

However, the letterpress 
printer can utilise photo-setting 
too, for, in conjunction with 
the revolutionary Dow-etch 
machine, film can be printed 


down on to magnesium plates, 

which are etched and then pro- 

duce a letterpress plate. 

A vast sum of money is tied 
up in printing metal in this 
country—not to mention the 
space it involves. Whereas to 
store an encyclopedia may take 
many square yards of valuable 
space when set in type, it can be 
kept on film in the drawer of a 
filing cabinet if film-set. 

The Glasgow Corporation 
printing department apparently 
thinks there is something in 
photo-setting because it has just 
bought one of the machines 
available—the Intertype Foto- 
setter. This will save the depart- 
ment a lot of storage space, 
which, it is understood, is ex- 
tremely valuable in Glasgow. 


Camera included 


The Intertype Fotosetter is the 
machine most immediately avail- 
able. This is built on orthodox 
lines and resembles very much the 
hot-metal line casting machine. 
Instead of the metal pot, how- 
ever, there is a camera. Pressure 
on the keys releases, instead of 
the usual matrices, little devices 
known as Fotomats, through 
which a beam of light is shot 
and a photograph taken. 

The Monotype Corporation's 
Monophoto follows orthodox 
lines as well. A reel is punched 
on a keyboard as with the 
ordinary Monotype’ machine. 
Therefore the printer who has a 
Monotype keyboard is half way 
equipped for film setting. Then 


there is a mechanism following 
the lines of the caster, but with, 
of course, a camera instead 
of the hot metal apparatus. 

The Linofilm, produced by the 
Mergenthaler Linotype Company 
of New York, is not yet in mass 
production. A model was, how- 
ever, exhibited in London last 
year. A two-unit machine, it con- 
sists of a keyboard unit and a 
photographic unit. The keyboard 
unit produces regular typewritten 
copy and a perforated tape in one 
operation. The tape is fed into 
the photographic unit which 
operates automatically to com- 
pose on film in response to con- 
trol dictated by the tape. The 
keyboard unit occupies the space 
of a typing desk, and the actual 
keyboard is a standard typewriter. 

There is also the Photon, 
French invented, but American 
developed, which is in operation 
in a number of American print 
shops. This is an _ elaborate 
electronic device, which can 

“memorise” characters. 


The Hadego, a Dutch machine, 
might be termed a photographic 
Ludlow. It prints headlines and 
so on from plastic matrices. 


The electronic engravers are 
being used increasingly. The 
same cannot be said, as yet, for 
the photo-setting machines. There 
are a number of excuses put for- 
ward by printers as to why they 
have not taken to these machines 
—some are valid, some are not. 
But as experience with the 
electronic engravers shows, these 
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GOOD NEWS 


about retirement pensions 


Address... 


You may send me without obligation, details of retirement pensions. 


Date of birth... 


jee eo 


INSURANCE: 


May 18, 1956 


First in Britain 


Rrwis ek TY PS 


FOTOSETTER 


PHOTOGRAPHIC 
LINE 
COMPOSING 
MACHINE 


» 

THE CORPORATION OF THE CITY OF Gt 

PRINTING AND STATIONERY DEPARTMENT 
sod Fe 


This poster was recently pro- 
cessed in Glasgow by the Inter- 
type Fotosetter. 


machines are constantly being 
improved and the day is not far 
distant when metal type will 
begin to disappear in the biggest 
print shops. 

This will lead to problems for 
the layout man and typographer, 
no doubt, but they will be solved 
because they will have to be. 

This survey has been brief and 
not too technical, but it has per- 
haps indicated the possibilities 
before Britain’s printing industry. 


The Chancellor’s recent Budget announcement means that SELF-EMPLOYED persons, 
CONTROLLING DIRECTORS, PARTNERS and employees whose jobs are NOT 
PENSIONABLE, will now be able to make adequate provision for their retirement. 

At last you will be entitled to relief of Income Tax and Surtax on the premiums paid to secure 
a retirement pension. 
The Norwich Union, who have specialised in pension policies for many years now offer specially 
attractive rates of premium. They will be pleased to give advice, without any obligation on 
your part, as to the best method of solving your own pension problem. 

Send the coupon NOW for suggestions for your particular case. 


=S OCIETIES 


16-30 Surrey Street, NORWICH, Norfolk. 
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NoTV campaign is complete 


without the A 


Know yourABC.... 


DVERTISERS now have at their disposal ABC’s vast new network, encompassing 

the Midland and Northern television regions in combination. Here is a week-end 

viewing market, with tremendous buying potential, which has now been brought 

comfortably within the reach of even the modest appropriation, thanks to ABC's 
balanced time-segment/rate structure. 


 eiaueambing your product and its sales message before OVERAGE-VALUE per £1 invested is distributed fairly 
Northern and Midland firesides are ABC week-end pro- throughout the seven time segments of the ABC realisti- 

grammes with proved and sustained drawing-power. The family, cally planned schedule. Selling the ABC way, you can advertise 

their friends and relations congregate round the telescreen each anything from a detergent to a house. Whatever your sales 

week-end in a happy, leisured mood, entertained, interested and problem, it’s well. worth consulting ABC—to-day. 

impressed by what they see. Every single member is a potential 

customer. 


Everybody’s home at the weekend ARC 
watching ABC Television (TELEVISION) 


BIRMINGHAM 
More information from: LONDON c/o ABC Television Theatre, Aston, Birmingham 
George A. Cooper, Advertisement Controller Telephone: Aston Cross 3091 Ext. 9 
ABC Television Ltd., Pathe House, 133 Oxford St., W.1. MANCHESTER 


Telephone: GERrard 7808 c/o The Apollo Cinema, Ardwick Green, Manchester 
Telephone: Ardwick 5641 


Programme Contractors for Midlands and Northern Stations SATURDAYS & SUNDAYS 
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This is a Double 
uccess Story.. 


These graphs depict the results achieved with two 


WITHIN TWELV 


roducts 


MONTHS OF THE ADVERTISING ACCOUNTS 


MOVING TO MISANI GOODERHAM & YOUNG LTD. 

TOPPS Silicone Furniture Cream, which has shown a spectacular 
climb is now a leader in its field whilst AUTOBRITE, already a 
best seller, has gained impressive new impetus after a tendency 
merely to “harden” its sales position. 

Needless to say perhaps that the client in each case has a keen 
appreciation of SELLING—the indivisible amalgam of salesman- 
ship, Cans, Se re and advertising—and 


he found his counterparts at 


TOPPS 
A silicone § 


HISTORY 


Launched 1953. joined M.G.Y. 
July 1955. Spectacular leap in 
sales to trade and public since 
then equivalent to 100%, in- 
crease in turnover on 1954/55 
with the polish market peak for 
1956 still to come!!! 


1955/56 
SALES UP 
ALMOST 100%, 
IN FIRST 12 
MONTHS WITH 


1953/54 


YF 


) aol provuctTs 


Autobrite 


Silicone - 


CAR POLISH 
HISTORY 


Launched 195!. Quickly estab- 
lished as a leading brand. Sales 
hit a peak and tended to level 
off. Since the product joined 
M.G.Y. in 1955 sales UP 28", on 
the established record figures. 
All this with the summer still 
to come!!! 


1955/56 


may Pt 


1953/54 1954/55 


SALES UP 
ALMOST 28%, 
IN FIRST 12 
MONTHS WITH 


It is important to note that these results have been 
obtained with prudent, economic advertising and not 
from a speculative operation—Remember! It’s the 
last figure on the client’s balance sheet that matters 


to him—and to us! 


we can repeat it for you! 


* We offer a complete Advertising Service. Please 
telephone or write to us and a Director will call 


upon you- 


LL! 


established 1919 


Gy 


MISANI, GOODERHAM & YOUNG LTD., 10 JOHN ST., W.C.1. Tel. CHA 2594-7 
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New packs add sales 


May 18, 1956 


The marketing of close on 40 different 
brands of implements has been greatly 
helped by an extensive redesign 


programme 


punch to hand tools 


By OUR PACKAGING CORRESPONDENT 


HE first results of a 

thorough - going redesign 
operation involving packaging 
and general product presenta- 
tion have now reached the 
shops. For completeness of 
approach, it would take a lot 


ot beating. 


The company—Brades Nash 
Tyzack Industries Ltd.—knew 
the size of the task they had set 
themselves when they appointed 
W. M. de Majo consultant de- 
signer in August, 1954. At the 
time, Peter Boulton, managing 
director of the firm (manufac- 


| turers of hand tools) stated: 


“I believe that this redesign 
programme is one of the most 
ambitious undertaken _ since 
the war by any manufacturer 
and designer in this country.” 
The initial problem which 


| faced de Majo was to develop an 


integrated 
which the 


design policy by 
company’s products 
could be easily identified, recog- 


| nised and linked with each other. 


| purpose, 


Grouping the products 


With the establishment of 
BNT (Sales) Ltd., a subsidiary 
company formed to integrate the 
merchandising of all Brades 
Nash Tyzack products and 
of several subsidiary companies, 
each of which had marketed its 
own products in the past, the 
usual “clean-up” job would have 
been inadequate. Here was a 
company selling over 1,000 
separate tools under 17 well 
known brand names and more 
than 20 lesser known ones—pro- 
ducts of different sizes, shape and 
widely known in the 
home and export markets. 


| The first new pack 


in the _ extensive 


| design programme 


| for 


the  Brades 
Nash Tyzack In- 
dustries organisa- 
tion. Designed to 
take the new 
“Streamline” 
shears, it shows the 
style that will run 
through the BNT 
design programme. 


BRADES 


Shears 


SRADES BASH TYTACK 


ab 


Shears 


Shears 


The three main phases in the 
development of the Brades Nash 
Tyzack trade mark. In the final 
stage (bottom) the diamond 
design becomes the main feature. 


The company did not want to 
lose the goodwill of these estab- 
lished names. Moreover, they 
wanted their customers to know 
that they were now all part of 
one company, so that the good- 
will established for each product 
would be acquired by the others. 
There had previously been no 
packaging in the industrial de- 
sign sense, and Mr. Boulton, 
pointing out that “the days of 
brown paper and string are over,” 
wanted wherever possible indivi- 
dually packaged products to 
make selling easier for retailers. 

After extensive investigation of 
the problem de Majo decided 


@ Continued on page 50 
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SAMPLING 
SECURES 
SALES 


Case 2—“ 520% Ups" ee | 


PRODUCT: A nationally advertised hot cereal. 


SAMPLE: A small free sample packet, delivered 
through letterboxes. 


Given a good product, house-to- | 
house sampling secures a marked 


increase in sales—always | AREA: Selected districts in Greater London. 
We've said it before, and we say it Results : re-distribution _Post-distribution 

: = PA Sales Pattern Sales Pattern 
again without fear of contradiction. (purchases in 


(purchases in 
H . last 7 days last 7 da 
From the mass of evidence which we ast 7 days) ys) 


oe 


a 
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years, here is yet another striking case 
in support of what we say : 


ee 


We can undertake the distribution of 
samples and circulars to all houses in | 
towns throughout the country. The 
minimum we can accept is 10,000—our | 


have accumulated over a period of | 


maximum capacity approximately 
4,000,000 per week. We have a reg- 


2,000 personnel and an exceedingly 
efficient system of supervision. The 
normal cost of distribution per house- Duplication 
hold is less than one penny. 


Findings of an independent research conducted by 
CONSUMER RESEARCH, LTD., 
54 GREAT MARLBOROUGH SrREET, LONDON, W.1. 


We should be glad to send you an 
explanatory booklet. 


42% | 
ularly employed field staff of some ” 2 | 


Conclusions 


‘ Two-thirds of the householders used the sample. At the time of sampling, 
the purchase of hot cereals was showing a seasonal increase. In the period 
concerned, the increase was 151%. The product sampled gained 320° and 
its share of the total market increased by 16°. 


Circular Distributors L.td. 


54 GREAT MARLBOROUGH STREET - LONDON W.1__ Telephone: GERrard 0068 
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WOMAN’S JOURNAL 


AN AP PUBLICATION 


A. W. BURNETT, Advertisement Director 


THE AMALGAMATED PRESS LIMITED 
The Fleetway House, Farringdon Street, London, E.C.4. Central 8080 
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Carried completely 


The lightweight Talkiestrip Projector packs into one easy-to- 
carry case, weighs only 19 lbs., and yet is a complete projection 
unit for showing film strips with recorded commentary. 
Simple to thread, finger-flick changing, designed for standard 
or L.P. records. 

For Rear Projection — the screen is built into the lid. Set up the 
equipment and show ! 

For Front Projection — simply change the lens and project on to 
a normal screen. 


Please write for further particulars 


SOUND-SERVICES LIMITED 


269, Kingston Road, S.W.19. Telephone: Liberty 4291 
An Associate of The Film Producers Guild 


TGA $33 


Sidac is a transparent cellulose wrapping. 
Available clear or tinted, plain or printed, 
in types and thicknesses for every purpose, 
in sheet or reel form or made up into bags. 
For a quarter of a century Sidac has been 
supplied to many various trades and the 
experience and skill of our technical staff 
are at your command. 
BRITISH SIDAC LTD 
{ ST: HELENS, LANCASHIRE. Ses Helens£404! ¥ 


LONDON SALES OFFICE 
12 UFTON ROAD, LONDON, ie - 


| viation. 


ao). 
oY Re, 


tee 
; 
“a seseterrir 


) 


May 18, 1956 


Family likeness achieved 


for range of hand tools 


Design briefs and information charts have been prepared for each 

separate design job of the big Brades Nash Tyzack redesign pro- 

gramme—which includes type specimen sheets, samples of paper, label 
imprints, etc., in addition to packages and point-of-sale displays. 


that the most important thing 
was the creation of a family like- 
ness which would give the presen- 
tation of the company’s products 
a new personality. 


Linked diamonds design 


The first step towards this was 
to design a new trade mark using 
the lettering BNT, which had 
been chosen as a logical abbre- 
Devising a classic, un- 
dating square-serif lettering style 
on three linked diamonds ensured 
not only a motif of strong im- 
pact and recognition value, but 
one symbolic of the joining to- 
gether of Brades and Nash and 
Tyzack. This logotype is versa- 
tile and looks well in any size, 
printed either positively or nega- 
tively, in black and white or in 
colour. 

ecognising that the goodwill 
of the individual names and 
trade marks would have to be 
retained for the time being in 

a number of cases, the new 

symbol was designed also for 

use in conjunction with them. 

The initial reception which it 

was given by the trade was so 

favourable that it has been 


The new fork and 
trowel carry-pack. 
Revolutionary in 
design for _ the 
hardware trade, it 
is one of a wide 
range of packages 
evolved by W. M. 
de Majo for the 
Brades Nash 
Tyzack organisa- 
tion. 


possible, however, to use the 

new symbol on its own, in all 

those cases where a new pro- 
duct is introduced. 

The second step towards the 
achievement of family likeness 
and group recognition was the 
development of the “over-all” 
tool pattern design. In the event, 
this represents a_ series of 
stylised tools—and it satisfies all 
the requirements: it is easily 
recognisable and the inclusion of 
a cross section of products made 
by the company subtly conveys 
the great variety of tools avail- 
able. Allowing for the fact that 
a large number of customers al- 
ready buy several of the com- 
panies’ products, it is fair to 
assume that they will now also 
realise that the same reliable 
firm can provide them with a 
great variety of other tools. 

The pattern is equally suitable 
for printing, positive or negative, 
on to cover paper or directly on 
to board, where sufficiently large 
quantities of new cartons war- 
rant this. Produced in two sizes 
to suit the different tools, it is 
in 12 colourways, one or each of 

@ Continued on page 52 
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When we were young we were covered 


with confusion on those occasions 


when somebody paid us a compliment. But 

as we grew up we became more graceful and 

no less grateful. At Gee and Watson we feel 

that the best way to receive compliments 

is to try even harder to deserve them. 

We are particularly pleased when 

compliments are paid—as they often are 

—to members of our servicing staff, 

for after all it is what the customer 

thinks of their work that matters. 

“T would like to say once more how much 

I have enjoyed the very cordial relationship 
which exists between myself and Mr 

of Gee and Watson. I am quite sure 

that we shall continue to receive from him 

the courteous and friendly assistance which he 

has provided now for so many years’”’. 


Gale Co WA SOM 


111 SHOE LANE LONDON EC4 FLEET ST 6555 20 lines 
Northern Office at 4 Chapel Walks Manchester 2, Blackfriars 4660 
Service in the Spirit of Helpfulness 
PROCESS ENGRAVERS - CREATIVE ARTISTS AND PHOTOGRAPHERS 
ADVERTISEMENT TYPESETTERS - ELECTROTYPERS - STEREOTYPERS 
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TIBBENHAM PUBLICITY LTD. 
Advertising 
244, High Holborn, London, W.C.|!. 

Telephone : Holborn 8074 (4 lines) 


* Public Relations 


INVESTOR’S CHRONICLE 


The only financial weekly 
withan A.B.C.net sales certificate 


27,1 11 JULY-DEG. 1955 


“CLASSIFIEDS” 
PULL in 
Advertiser’s Weekly 
Phone yours to WATERLOO 3388 
CEES OR 


| 
| 
| 


Warnes Direct 
Mail Service 


LONDON’S 


SPEEDIEST 


MAILING SERVICE 


IN TODAY—OUT TOMORROW 
* Ask our representative 

to call. Telephone 
* Keen quotations. |BALham 
* Van collections. |*191/2/3 


WARNES, 
10, Station Parade, S. W. 12. 
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Overall package redesign 


the tool groups into which 
BNT products are classfied. 

The design has been developed 
in such a way that it can also be 
used for a great variety of other 
purposes, apart from packaging. 
Used with an over-printed mes- 
sage, the Christmas wrapping 
introduced experimentally last 
year proved so successful that 
additional quantities had to be 
re-ordered within two weeks of 
its first appearance on the 
market. 


The tool pattern design is 
also used widely for items such 
as the catalogue, leaflet and 
price list covers and in adver- 
tisements. In fact, it has be- 
come, together with the linked 
diamonds symbol, the com- 
pany’s theme and background 
—part of its new personality. 
The next step was to devise a 

system of identification for the 
individual products. 


Distinctive colour scheme 


Apart from the introduction of 
a special colour scheme for each 
group of tools—terracotta and 
white for builders’ tools, green 
and white for small garden tools, 
green and light grey for shears 
and other related colour com- 
binations, it was decided to re- 
design next the box-end labels. 

To make the life of both re- 
tailer and final customer easier, 


the design was simplified and © 


makes use of readable, up-to- 
date typography. All  super- 
fluous wording was deleted and, 
apart from the company’s trade 
mark imprint, only such neces- 
sary information as quantity, 
tool name, pattern and size 
numbers are shown, apart from 
a symbolic drawing of the tool 
itself. This makes for speedy 
recognition on the retailer's 
shelf. It also helps to educate 
and familiarise the shop assistant 
with the literally hundreds of 
tools which, over the years, he 
has to handle. Furthermore, it 
speeds up service. 


Standard cartons used 


To ensure production of the 
initial designs would not be 
delayed unduly, the client agreed 
that, in the initial stages, exist- 
ing standard cartons could be 


used, laminated with the new tool . 


pattern paper as well as the 
simplified box-end labels. The 
first of these have now appeared 
on the retailers’ shelves. 

To give added impact to the 
programme, plans have been com- 
pleted to produce special display 


| and presentation packs for at 


least one tool in each group. 
Among the first released to the 
“Stream- 


| line” shears, the “Chelsea” flower 
hook, the “Elizabethan” plaster- 
ing trowel and (the latest addition) 


programme for hand tools 


the attractive “Twinjoy” fork and 
trowel sets in carrier packs, which 
have been shown on television. 
All these make effective use of 
the “over-all” tool pattern design 
and the new BNT trade mark 
symbol. 

Guarantee labels have also 
been designed, each printed in 


its respective group colour 
scheme and _ point-of-purchase 
tags. 

While the guarantee labels 


show how to maintain the tools, 

the point-of-purchase tags are 

a new and interesting marketing 

idea. They are, in fact, a shop- 

ping guide, and tell both 
customer and retailer the pur- 
pose of the tool. 

Further designs in this com- 
prehensive programme include 
such items as new etching im- 
prints for tool blades, labels, 
transfers and colour branding im- 
prints carried out on some new 
American machines specially pro- 
duced for BNT. These will 
eventually reduce the bulk of 
BNT's present labelling problems. 
Visiting cards, advice notes, a 
folder for the managing director's 
policy memoranda, and a variety 
of other graphic designs, each 
present their specific problem. 
Point-of-sales units, designed in 
collaboration with BNT’s adver- 
tising agents, Smiths’ Advertising 
Agency Ltd., counter and floor 
units and exhibition stands are 
some of the other items already 
on their way. 

Rationalisation of bulk packag- 
ing and introduction of corru- 
gated cartons instead of heavier 
and bulkier wooden cases form 
yet another phase of the co- 
ordinated design policy. 

As new tools are planned, the 
designer is called in for consulta- 
tion at an early stage. 


Facts about 
Singapore 


Guide to Singapore, available from 
Malaya House, price 4s. 8d. 

ARTICLES ON the history, 
geography, administration, hotels 
and restaurants, festivals, sight- 
seeing, consulates, banks, air 
services and many other facilities 
—all generously illustrated—are 
included in this very useful 
volume, which contains 200 art- 
paper pages, as well as a 156- 
page road and postal directory. 
Scores of pages of advertisements 
range from shipping lines to 
cosmetics, from book stores: to 
cinema equipment. 

The gaily decorated semi-stiff 
glossy covers will stand up to 
plenty of hard wear, and the 
publication should prove a valu- 
able reference book as well as 
a vade mecum for visitors. 

It is published in Singapore by 
Papineau Studios Advertising. 
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TV TIMES 


The ONLY paper giving ALL the |.T. V. 
programmes in full and exclusive detail for 
seven days in advance 


TV TIMES ever-increasing 
Sale now tops 


800,000 


Sk £300 per page — 
only 7/6 per page per thousand copies 


The new power in publicity 


LESLIE A. MANDER ADVERTISEMENT MANAGER 
TV TIMES TELEVISION HOUSE KINGSWAY W.C,2 HOLborn 7888 
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Board Room decisions are based on sound 
knowledge of economic trends. 


THE 


BANKER 


is the acknowledged authority on national 
and international economic developments 
and financial policies. 

Directors and Executives in a wide range 
of concerns rely on THE BANKER for 
this information. 

Advertise in THE BANKER to reach high 
level readership. 


THE 


BANKER 


S. CORBETT, Advertisement Manager 


9-11, POULTRY, LONDON, E.C.2 TEL: MON 8833 


PRIME MINISTER 


THE WARWICKSHIRE & 
WORCESTERSHIRE MAGAZINE 


the illustrated monthly magazine 


“It is a tribute to the popularity 
and success of this magazine 
that it is now making itsa 
ance twice as often as before. I 
am sure that all readers will 
welcome this opportunity to 
learn more of the news and 


Worcestershire. 
I always feel that here we are 


Nowhere in the country is there 
to be found greater industrial 
activity side by side with a 
shing and diverse agricul- 


read of the work of farmer and 
fruitgrower, of industrialist and 
artisan, whose ambitions and 


Advertisement Director: 

BASIL TOOLE-STOTT 
ENGLISH COUNTIES PERIODICALS LTD. 
6, LILLINGTON AVENUE, 


THE 


praises V/A 


The 1,000 square miles 
covered throughout 
Beds, Herts & Bucks 
by the Home Counties 
Newspapers Group of 
eleven individual J/ocal 
newspapers is a proved 
testing area. All test 
campaigns have shown 
that the area is one of 
the richest and most 
fruitful in the country. 


of the Midlands 


appear- 


RTS 


of Warwickshire and 


representative of the 
town and countryside. 


ae 


142,655 


Represented in London 
b ill Kitchen jr. Ltd. 
if Fleet Street, E.C.4 
Phone FLEet St. 1960 


In your Journal we can 


rity are a fair reflection 
e wider fortunes of the 
eo 


oy 


LEAMINGTON SPA. 


Advert. Manager : C. W. Gilder. 


| outwards from the city 
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DUBLIN NEWSLETTER 


From Edward F. MacSweeney 


New agency headquarters 


pull in the business 


HEN he set up his 
offices for Arks in Har- 


court Street, Dublin, there 


| were wiseacres who said that 
_ John W. Tate had placed him- 


self too far from the centre of 
the city for an advertising 
agency. He has proved them 
wrong. 

The same type of comment 
was made when Tim O'Neill, 
expanding his Sun organisation, 
moved to Earlsfort Terrace, near 
University College buildings ; 
and again when O’Kennedy- 
Brindley moved from O'Connell 
Street, and when Denis Garvey 


| decided on a new home for 
| Janus in Parnell Square. 


In each case the pessimists had 


| made a mistake, and the greater 


space and effective designing of 


~ | premises possible in the expan- 


sions has far outweighed any dis- 
advantages, which are imagined 
rather than real, from a move 
centre. 
The latest advertising agents to 
plan a move are O'Keeffe’s, and 
they hope to be in new premises 
in one of Dublin’s famous 
Georgian squares fairly soon. 
* * + 

When the emergency anti- 
inflation duties and checks on 
hire purchase were imposed by 
Finance Minister Gerard Sweet- 
man early last month an air of 


HAS NOW 
BECOME 


PRINTING 


Press & Publishing 


NEWS 


AND HAS JOINED 
THE 


A-B-C 


Price 6d. weekly 
110 Fleet Street, London, E.C.4. 


pessimism seemed to spread 
through the advertising business 
in Dublin. There were forecasts 
of an immediate downward trend 
in trade, but these do not appear 
to have been justified, and there 
is a rather more optimistic view 
now being adopted. Hire-pur- 
chase deals have been checked 
to some extent, but mainly in the 
clothing section of the trade, 
which has not been a_ heavy- 
spending section so far as adver- 
tising is concerned in this 
country. 


New population figures 


Also due this month are the 
preliminary statistics of the re- 
cent Census of Population ; they 
are expected to show a total of 
slightly under 2,900,000, which 
was the mid-year estimate in 
1955. The Director of Statistics, 
Dr. R. C. Geary, is retiring soon 
to become the first Professor of 
Econometrics at University 


College, Dublin. This new chair 
at the University will be con- 
cerned with the training of 


economists in the widest use of 
statistical! information, and 
graduates from this department 
are likely to be of particular 
value in the field of market re- 
search, which is steadily expand- 
ing in Ireland. 


* * * 


Quite recently Peter Owens, 
managing director of Domas, 
told me that the Domas Market- 
ing and Research Division had 
carried out during the past year 
some extensive surveys in Ireland 
for both products and media ; 
and there is no doubt that al- 
though it has been rather slow 
in being appreciated by some 
Irish advertisers, more attention is 
now being paid to it. 

The value which the Federated 
Union of Employers is placing 
on research and public relations 
was shown recently by the 
appointment of R. R. Yates Hale 
to take charge of research, in- 
formation and public relations— 
the first post of its kind created 
by the organisation. 

Mr. Yates Hale is closely asso- 
ciated with the newspaper in- 
dustry; he is secretary of the 
Irish Printing Federation, the 
Dublin Newspaper Managers’ 
Committee, and the Dublin 
Master Printers’ Association. He 
will continue to hold these 
offices. 
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The words go out in polyglot profusion. Translated in language and 


form, they appear as print on a newspaper. Paper is an impartial recorder. 

It takes the news of a world conference, the football results, the names 

of the ladies who served tea in the village hall and makes history of them 

all. But paper does more, even, than that. In magazines and books it 
entertains and instructs. Converted into its many other forms, paper protects 
your groceries, brings supplies safely to farmers, takes precious goods 
abroad, wraps sweets for the children. Timber—the raw material of all these 
varied products—appears in the home in other guises; in kitchen fitments 

as hardboard, on the dressing-table as face tissues. On a world front, 
Bowaters are making an increasing contribution to people's 


knowledge, health and general contentment. 


= The harvest of the forest 
= is given many forms by BOWATERS 


THE BOWATER PAPER CORPORATION LIMITED 
Great Britain United States of America Canada Australia South Africa Eire Norway Sweden 
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WAY TO BRING PROSPERITY 


By PAUL BEWSHER 
ESPITE steady rises in salary, senior executives may suffer a 
marked decline in their standard of living in the future, because 
ation and high tax rates. Striking figures about these prospects 


well nis month's “ By 


Business 


te analysis, 
Business. Dr 
a that 
utives have as 


During the past few weeks - REWARDS IN n iarauot td 
; Business has been quoted exten- PXewt tence cal ~= INDUSTRY ay 
sively in vines Oe gare, we os om 
cons et “of © Difficulties of 
The TIMES Pie, a Pe Executives 
6 nee. 


DAILY TELEGRAPH re raat abet 
FINANCIAL TIMES 
DAILY MAIL 
MANCHESTER GUARDIAN 
YORKSHIRE POST Here’s convincing proof that Business editorials are of importance to the leaders of British 
GLASGOW HERALD Industry. Such was the vital interest of an article on Executives’ living standards that, 

on March 13th, the day after publication of the journal, no less than ten nationally-known 
ee newspapers gave it a  daiiee in their pacar And on Budget Dey over a 
LIVERPOOL DAILY POST month later, the article was still of sufficient interest to warrant a four-column leader by 


} BIRMINGHAM POST Harold Wincott in the Financial Times. 
NOTTINGHAM GUARDIAN No doubt about it—Business really does reach and influence the people who matter in 
SUNDAY EXPRESS British Industry. Heads of state and private enterprise alike, management in all its 
branches find that Business, the Journal of Management, keeps them in the march of 
and in numerous other important progress, fully informed on all matters affecting the commercial and industrial life of 
; publications. themselves and the nation. Advertisers in Business have already proved, and benefited 


from, the interest and influence of its readers; for the readers of Business are the men 
who buy for British Industry—everything that Industry requires. 


or YP eee 


Business journal of management 


Highest net sale (A.B.C.)—Lowest rate per 1,000 of any independent journal in, or near, its field. 


Published by Bustness PUBLICATIONS LIMITED 
Mercury House, 109/119 Waterloo Road, London, S.W.1. 
Telephone : WATerloo 3388 (20 lines) 
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Entertainment personalities draw 


big crowds—they can also 


increase readerships 


‘Frontier-type’ film star 


helps local 


QO’ this page is a picture 
of Fess Parker (Davy 
Crockett. He is seen seated 
at a linotype machine sur- 
rounded by a gathering of 
youthful fans who crowded 
into the offices of the Birm- 
ingham Gazette and Despatch 
Ltd. on the occasion of his 
Visit. 

The idea of inviting stage, 
screen or radio personalities to 
the head offices of local or pro- 
vincial newspapers is a good one, 
and the Birmingham Gazette & 
Despatch, in this instance, is to 
be congratulated in obtaining this 
star—who is at present riding 
high on the crest of a wave of 
popularity. 


Matter for wonder 


Why more newspapers do 
not do this type of promotional 
work has often puzzled me. 
There must be many hundreds 
of personalities who would 
welcome the idea of taking 
part in similar functions. It is 
not only good publicity for 
them, but it also seems a very 
practical way of promoting 
publicity for the newspaper 
concerned and gaining more 
readers in these days when 
circulations are flagging due to 
the intense competition of other 
media. 


circulation 


with 
WILTON 


Boosting the 
dry cleaners 


AN INTERESTING 
five advertisements which have 
been running in the Shrewsbury 
Chronicle have been brought to 
my notice—and I was glad to see 
them. They were for the Salop 
Cleaners and were designed on 
a semi-educational basis to focus 
attention on dry cleaning for the 
benefit of the general public. 

Although they are clearly 
stated to be advertiser's an- 
nouncements, each insertion has 
been dealt with in a lively way 
and the style is that of normal 
editorial. Each space’ comprises 
a photograph depicting one of 
the various processes employed 
by the Salop Cleaners, and an 
editorial underneath (or at the 
side) gives further information 


@ Continued on page 58 


Fess Parker (“Davy Crockett’) drew a lot of youthful admirers with 

him into Newspaper House when he paid a visit to the offices of the 

Birmingham Gazette and Despatch Ltd. during the course of his tour 
of the Midlands. 
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LEICESTER 
MERCURY 


LONDON. C.P.R. CRANE, 44 FLEET ST., E.C.4, TEL. FLEET ST.,6820 


SHREWSBURY 
NET SALES 50.3500 WEEKLY (ABC) 


London Representative 
DAVID L. CLACKSON, 80 FLEET STREET, E.C.4 (Fleet St. 2626) 


WELLINGTON JOURNAL ¢& 


NEWS 


You MUST include 
THE 


REDDITCH 
INDICATOR 


Exclusive span of a prosperous and 
expanding Industrial area of the West 
| Midlands with environs of Birmingham, 


Agents: 
j. T. ROBSON & SON LTD. 
80 FLEET STREET, E.C.4. 
Tel.: Fleet Street 4438 


REDDITCH worcs 


| The 
“FARMERS’ JOURNAL” 


(Official Organ of Ulster Farmers’ 
Union) 
For efficient 


of farmers 
out the Six 
of Ulster. 


July to Dec._ 1955 
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of work—except the 


Type E-54 


Often, there is little to choose between two sound pieces 
“ Aerograph” finish that turns a 
workmanlike job into a winner. 


For tip-top retouching 


of all kinds, from the broadest effects to the most delicate 
—and for sensitive finger-tip control all the way from fine 
hair lines to flat tints—the inevitable choice is 


AEROGRAPH 


AIR BRUSHES 


Write to Dept. AJ.S 
for free booklet giving 
full details of Aero- 

graph Ajir Brushes, 
Compressors and Pres- 
sure Regulating Tanks. 


The Aerograph Co., Ltd. (Sales Divisiun) 


47, Holborn Viaduct London, 


E.C.l. CliTy 4361 (5S lines) 


Factory at Lower Sydenham, S.E.26. 


The worth while Triple Alliance! 

NATIONAL NEWSAGENT, 

BOOKSELLER, STATIONER 
(weekly) 


EFFICIENT RETAILING 


(monthly) 


SWEETS and TOBACCO 
RETAILING 


(monthly) 
Net sale circulation of Each 
over 20, 
7 
Send for rate cards to: 
Advertisement Manager, 


NATIONAL NEWSAGENT 
149, Fleet Street 


E.C.4 : ap | 
Tel.: CiTy 2604 


(5 lines) weneen OF THe 
aver = sustay 
we ORCULAT Om: 


AUTOTYPE 
AUTON 


: ae COMPANY SE 
Brownlow Rd., London, W.13. Ealing 269) 


THE COUNTY OF 


MIDDLESEX 
CHRONICLE 


SERIES 


Intensively cover the lous 
and prosperous area South- 
West Middlesex 


45,026 


136 HIGH STREET 
HOUNSLOW 


Phone : HOUnslow 0016-7-8 
London : Jackson, 
Clifford’s inn, E. HOL MII 
Founder Member London Suburban 
and Home Counties Press Group 


FOR THE 
HIGHLANDS AND ISLANDS 
OF SCOTLAND 


use the 


**NORTHERN CHRONICLE” 
10 Margaret Street, INVERNESS 
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Editorial-type ads _ that 


explain the cleaning. 


SPECIAL farewell luncheon was given to E. W. Thorpe, retiring 


circulation manager of the Birmingham Gazette and .Despatch 
Ltd. The luncheon took place at the Queen's Hotel, Birmingham, and 
seen in this picture from left to right are: E. Winter Morrell, circula- 
tion manager, Mr. Thorpe, A. Wood, director, W. B. Morrell, manag- 
ing director, Mrs. Thorpe, the Hon. Mrs. A. Campbell-Preston, 


director and R. P. T. Gibson, 


chairman. Mr. Thorpe has been 


appointed director and general manager of M. Mapstone Ltd., whole- 
sale newsagents, of Birmingham. 


about the technicalities of dry 
cleaning. 

Here is an example of the 
copy: the writer is telling of a 
visit to the firm's cleaning fac- 
tory: 

“During our visit to the fac- 
tory we had been amazed to see 
how clothes were cleaned and 
spotted, but we were now 
anxious to have a look at the 
pressing and finishing depart- 
ments. 

“So we followed hundreds of 
garments into a large, spacious 
room equipped with pressing 
machines. These were most un- 
like anything we had imagined. 
There were no large hand irons 
and pieces of damp cloth, which 
in the early days were the only 
equipment used. Instead, we 
saw mechanically - operated 


steam presses and formers, each 

having a special part to play.” 

Throughout the series each ad- 
vertisement was numbered to 
provide ease of reference for the 
readers and the continuity of 
the series was stressed by the 
words “to be continued” at the 
end of each announcement. 

* * * 

THE RECENTLY published J/rish 
Times supplement on Irish ex- 
ports has proved a considerable 
success from both the advertising 
and readership points of view. 

Produced by the /rish Times in 
co-oneration with Coras Trach- 
tala Teo, a government-sponsored 
exports association, and the Irish 
Exporters’ Association, the sup, 
plement contained nearly 800 
column inches of advertising and 
caused intense readership interest. 


All the intricacies 
of clothes cleaning 
have been fully @& 
explained in a & 
series of advertise- : 
ments in the 
“Shrewsbury 
Chronicle.” 


~adoerttaer’s antouerement 
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It is difficult to wax eloquent in an advertisement 
measuring perhaps 2” x 3}”—and you are extremely 
unlikely to be able to use colour. Size and colour, 
judiciously employed, are powerful salesmen —and 
DIRECT MAIL enables you to use both of them, 
with maximum effect and at reasonable cost. 

After nearly 90 years we have accumulated much 
experience of the use of colour—and as for size, this 
of course is where our specialized knowledge comes in. 
Size, and shape, in mailing are subject to limitations 


11-12 HALF MOON COURT 


ADVERTISER'S WEEKLY 


With nearly 90 years’ experience 
SMITH, DALBY-WELCH 


have learned the value of 


SIZE and COLOUR 


both practical and official, which we know by 
heart. Our advice to you therefore is: think in colour 
and think dig, but let us help you at the thinking 
stage. When it comes to the practical work, you can 
sit back and leave it to us. Comprehensive, up-to-the- 
minute mailing lists, modern fast running machinery, 
skilled staff — we have all it takes to ensure that every 
mailing reaches the right people at the right time. 

May we send you a copy of our booklet ‘ DIRECT MAIL 
THROUGH S.D.W.” ? 


If you would like to see a Direct Mail House in 
action — please telephone us. We welcome visitors. 


SMITH, DALBY-WELCH LTD 


POSTAL ADVERTISING CONTRACTORS 


ESTABLISHED 1868 ‘ 


LONDON E.C.1 TEL: MON 9671 (5 lines) 
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REVIEW OF POSTER ADVERTISING 


Where there should be integrated 


poster campaigns there are— 


Too many pointless 
gimmicks in use 


says STUART LEWIS 


N the days when Glaxo Competition on the hoardings Against a_ neutral 
y 

first began to build bonnie was far less fierce than it is today background the 

babies, posters too were in nd certain posters even improved girl is in scarlet 

their infancy. More often than th age. Day - Glo. The 


Then someone or other-—pos- 


; effect is powerful. 
sibly someone gonnected with the 


not, the advertiser would get 


hold of an artist and ask him 


, early Guinness advertising—de- lly Ns 
to submit some “sketches.” cided that posters should be ‘'% y unrelated and lacking any 
Now and then the artist would closely integrated with the main gg ema oy —— to 
produce a winner which the promotional scheme. They peg a ee 
advertiser would run for years should not be isolated shots, . 


: Which poster advertisers readily 
but a well-planned continuous - spring to mind today? Guinness, 


and even decades, with the 


ps . : barrage. 
Ms <a — ‘ee oy — Strange as it may seem, there nt gabon Penguia, D. = — 
inat sinking feeling and are many advertisers today who we oe. SS ee 


“since when I used no other’ 
became part of the language 
of the time. 


of course; but there are many 
other big spenders who, even if 
they do not pass quite unnoticed, 
fail to impress their personalities 
on the public. 


Strong family resemblance 

The poster one remembers to- 
day is nearly always part of a 
long term campaign and bears a 
strong family resemblance to all 


still adopt the old bow-and- 
arrow method of producing one 
bright idea after another, all 


SLIX 


other forms of publicity which 

support the product. 
appea If this sounds like kinder- 
I} ’ garten stuff, take a look at the 
hoardings and see how many 


pointless gimmicks are used by 
advertisers who should know 


; better. 
; The newest Guinness is well 
: j and truly on the ball. This time 
The beach girl who the playful seal has become a 
’ is drawing compel- piece of well-clipped topiary, and 
ba ling attention to its keeper has become a gardener. 
oot Slix swimwear on What a wonderfully neat way of 
re the London saying (without words) that gar- 
- % Underground  dening gives a man a thirst and 


escalators is well 
up to standard this 
year—the swimsuit 
conventions are 
meticulously 


Guinness quenches it. What an 
apt and seasonable variation on 
the old theme. 


Quaint and charming 


SWIMWEAR 


Ried Detergent posters continue to 
P Lewis dominate the grubby urban scene. 


Out of a welter of “whiteness” 
Daz emerges with a quaint and 


PROPRIETORS ODHAMS PRESS LTD. 


112 HIGH HOLBORN W.C.1. 
BIRMINGHAM LEEDS 


TEMPLE BAR 2468 


PRINCIPAL BRANCHES: MANCHESTER 


G. L. McLELLAN- DIRECTOR 


WATFORD 


May 18, 1956 


charming new Savignac. This 
Daz advertising (thanks largely to 
Savignac) is acquiring a distinct 
personality of its own. 

But what a pity that the little 
waiter with his white shirt front 
and packet of Daz on his tray 
was not allowed to stand alone— 
without a bold sans slogan hover- 
ing above his head. 

The design says everything. 
Nothing need have been added. 

Indeed, a detergent poster 


@ Continued on page 62 


Stuart Lewis considers that this 
Britvic poster might well be mis- 
taken for a_ swimsuit-selling 
venture ... the bottle is tucked 
away in the basket. 


FOR EN beth 


SOUTH COAST 


a 60 ee ; 
j pear . 

ow hE 
r P| ee 
: ee sical <— 
7 cg Bul, 
es aa Fru rurces (RS 
ih HES Sy 
3 Theyre, | 
: . pried —_ 
z pT. ep 

i 

mf «7 4 
Pd AND PROVINCES __ ee EFFICIENT SERVICE 
a 


May 18, 1956 


ADVERTISER'S WEEKLY 


tam THEN LOOKS 
au SITES THAT 
SARE AVAILABLE FOR 


Beg: 
ae 


A @ THE DISPLAY TO BE 
es = BOOKED, 


a 


SITE SELECTION 


HERE are three essentials for the successful 
_ sh of sites to be used in an outdoor 
advertising campaign. As advertising agents who 
specialise in outdoor publicity we have an abundance 
of all three—a vast knowledge about centres of 
population and people’s travel habits; a store of 
accurate and up-to-date information about the 
position and value of advertising sites available ; and 
the ability to interpret this information and use it 
to plan campaigns that work really hard. 


+ 


At 27 Old Burlington Street we can show you in 
our display room how we assemble data and how 
we use it to make the all-important site selec- 
tions. If you are interested in outdoor publicity 
you will find a visit well worth while. Why not 
arrange one soon? 


OUTDOOR PUBLICITY 
LIMITE D 


SOP L) 


27, Old Burlington Street, London, W.1. Telephone: REGent 4286 
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A swimsuit poster that 
comes up to standard 


: bere LIFEBUOY 
. for health 
3 BIRMINGHAM 

YOU MUST SEE 


| Full of vigour and 


Sheffields 


this year's child 

POSTER SITES for Lifebuoy has 
abandoned the 
swing for the see- 
saw. This bright 
and cheerful poster 
makes double use 
of the products | 
name. os 

. 


which said “White” so clearly, up to standard in attention value, 
without a mention of that weary but through no fault of her own 
word, would have spoken with she might well be mistaken for 


a new eloquence. the current Britvic girl. 
: In a poster for a lipstick one The important difference be- 
: expects to see a pair of lips. tween the two is that the 
iy If the product is a swimsuit, former is advertising a swim- 
one expects to see a_ well- suit and wearing one, and the 
developed body inside it. These latter is wearing a swimsuit and 
are conventions which are gener- advertising an almost invisible 

ally well observed—and  Slix, bottle of fruit juice. 
above all, are meticulous. Far be it from me to say that 


Their 1956 beach girl is well @ Continued on page 64 


parC an costal 


3000 POSTER SITES} 
with complete coverage] a 


Manchester Poster Sonus Ltd 


27-29-31 Bootle Street, Deansgate, Manchester 2 


Our Modern Panels 
Command and Compel 
That “Second Look” 


FRETARDS SPRINGTINGE FESTIOML 


he La ~ Pageantry-Sport Music 
t DLT Exhibitions Theatre 


PADDINGTON 0186/7 


PADDINGTON ADVERTISING COMPANY 
37 SPRING STREET, W.2 


Not being well versed in the folk lore of Ireland, Stuart Lewis realises 

that both these posters may be great fun. He is puzzled a good deal, 

however, about Cuchulainn and thinks that the chap with the falcon 
\ on his shoulder could have been more explicit. 
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GRANADA NORTHERN INDEX 


REPORTS THAT 


On Wednesdays 


IN THE NORTHERN REGION 


( first transmissions) 


80% of people 


WITH TV SETS 


are at home 


BETWEEN 7.30 and 9.30 PM 


| 680,000 watching T'V* 


The first Granada survey of the primary 
area of the Northern Region (first transmis- 
sions), conducted by Attwood in February, 
has established that, of 3,000,000 people 
with TV sets, 80°, are at home on Wednesday 
evenings between 7.30 and 9.30. 1,680,000 
people are actually watching TV*. 
Granada Northern Index publishes these 


facts in order to help advertisers spend their 


money to the best advantage. Other figures, 
including details about activities and the 
com position of audiences, are available, and 
the more important will be published here. 
Advertisers with a particular problem 
should consult Alex Anson, who can give all 
the information they need about audiences, 
timings, programmes, rates, discounts and 
guarantees. Reach him at REGent 8521. 


* An Attwood Statistics Survey exclusive to Granada 


Alex Anson, Granada Sales and 
Advertising Director 


GRANADA TV NETWORK 


SALES AND ADVERTISING DEPARTMENT, 149 REGENT STREET, LONDON, W.1. REGent 8521 
GRANADA HOUSE, WATER 8TREET, MANCHESTER. 3. DEANSGATE 7211 
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WH 


Our recently completed, fully visual system 
for the planning, servicing and checking of 
all Outdoor Advertising operations is based 
on 67 years of practical experience. It is 
designed to cope successfully with the ever 
increasing demands of today and tomorrow 
—and so to maintain the high standards of 
efficient service, always associated with our 
name in the Outdoor Advertising field. 
May we show you how we do it? 


a 


WALTER HILL & CO., LTD. 


OUTDOOR ADVERTISING AGENTS 


67-69-71 Southampton Row, LONDON, W.C.1 
Telephone ; MUSEUM 8701 (5 lines) 


PLLILLLLGLGIGILISGIIGS, 


The BEST View 


bse >. LANCASHIRE AND 
The IDEAL POSTER AREA 


coverage of the Nation's most important Sales 


with the Members of t' 


THE NORTH 


. THE NORTH WEST 


- You are sure that you will have ——~ 


Area when you place a POSTER instructions 


If the product involves... . 


Production 
Processing 


of ferrous or 


: esti ° t non-ferrous 
nspect ng 
Finishing metals 


METALLURGIA 


THE BRITISH JOURNAL OF META 


MUST CARRY YOUR ADVERTISING MESSAGE 


= 
THE KENNEDY PRESS LTD., 3! 


LANCASHIRE & NORTH WESTERN 


KING STREET WEST. MANCHESTER, 3 


LONDON OFFICE: 50 TEMPLE CHAMBERS, TEMPLE AVENUE, LONDON, E.C.4 


1 
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A pair of posters that 
boost old Ireland 


giant bottles of fruit juice sell 
fruit juice unaided; but surely 
in selling fruit juice pretty girls 
are not enough. ; 

The holiday poster season 1s 
now in full swing and remarkable 
among recent arrivals on the 
hoardings is a design for Thorn- 
ton Cleveleys. Over the figure of 
a very sprightly holidaymaker in 
blazer and boater is the silhou- 


| ette of a wine-glass—and where 


| only 


the wine would be is a view of 
the promenade. The figure is de- 
signed with great economy and 
has a liveliness which somehow 
conveys—even to one who has 
just heard of Thornton 
Cleveleys—that this Lancashire 


| resort must be a pretty stimulat- 


ing place. 

I must confess that I have 
never thought of Southport as 
England’s Continental Resort; 
but sure enough in their newest 
poster there are chairs under 
striped umbrellas—not, appar- 
ently, on the front but in a 
main thoroughfare. It only 
remains for Southport’s most 
famous street to be renamed 
Boulevard Lord. 


No pulling power 


Would there not be a surer 


way of attracting visitors to 
Wales than showing them a 
dragon, a cathedral, what looks 


like a water tower (but must be 
a castle) and what certainly is a 
girl in national costume? The 
poster (“Come to Beautiful 
Wales”) is designed in the best 
of taste and lacks nothing except 
pulling power. Surely to good- 
ness the people who take their 
holidays in Wales are most easily 


| attracted by mountains, lakes and 
| the rugged coastline. 


| tourists. 


| and politics, 


Two new posters for the 
Irish Tourist Bureau are good 
examples of silk-screen printing. 


They advertise a “springtime 
festival” and a pageant called 
Cuchulainn. 


Unfortunately, | am not well 
enough versed in Irish lore to 
know the significance of these 
events and their attraction to 
For all I know they 
may be great fun. The festival 
poster explains visually that sport 
and dancing are on the pro- 
gramme, but the half-clothed 
chap with a falcon on his 
shoulder tells one little about 
Cuchulainn. Perhaps the appeal 
is so specialised that the bureau 
aim to appeal to the initiated 
only. 


jaee® Charm all”gone 


Resounding superlatives often 
have a limited success in pubs 
but in advertising 
they have lost their charm. They 
seldom ring true. From time to 


| time, however, the bold statement 


of superiority is oddly believable. 
when Rolls-Royce quietly refer 
to their cars as “the best in the 
world,” no-one is prepared to 
challenge them. 


The figure in this Thornton 
Sleveleys poster has heen de- 
signed with great economy, and 
it has conveyed to Stuart Lewis 
the impression that the place 
must be pretty siimulating. 


This poster for Southport has 
more than a dash of the conti- 
nental spirit. With chairs spread 
all about under striped umbrellas 
the impression is given—at least 
to Stuart Lewis—that the best 
known Southport thoroughfare 
should be restyled a boulevard. 


This month, when I saw the 
new poster for the Brewers’ 
Society, I succumbed to a bland 
superlative. “Beer,” it said, “the 
best long drink in the world. ae 
was unable to contradict. 

Despite the fact that I am 
predisposed to liking beer, I 
could not for the life of me think 
of another long drink which 
could safely make that claim. 
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SS 


Every time she goes shopping, she 
is reminded of the wide range of 
products which posters advertise. 


Posters on David Allen sites 

\ throughout Scotland, North-East 

? \ and North-West England, North- 

i \ Wales, Northern Ireland and Eire 

} ly can remind some sixteen million 
b 


shoppers of YOUR product! 


David Allen & Sons Ltd., 
7, Buckingham Palace Gardens, 

London, S.W.1. 

Telephone: SLOane 0711. 

Telegrams: Advancement Sowest London, 

Area Offices in GLASGOW NEWCASTLE UPON TYNE, LIVERPOOL BELFAST, DUBLIN 
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FOR 
SALE 


A MOBILE 
CINEMA UNIT 
WITH CARAVAN 


Completely equipped for 
exhibiting films, 
public address and 
music relay. 


TO BE OFFERED BY 
AUCTION ON BEHALF 
OF ,THE OWNERS AT 
MEASHAM, 
BURTON-ON-TRENT, 
ON TUESDAY, Sth JUNE, 
1956, AT 2.30 p.m. 


The Cinema Unit built by 
Harris, is on a3 ton chassis with 
a 30 h.p. petrol engine. Cinema 
projection is by standard 35 
mm., front arc with sound giving 
picture 5 ft. x 4 ft. P.A. equip- 
ment includes rising stage, with 
stand microphone and will cover 
crowds of over 1,000. Music 
relayed by tape or discs and 
there are interchangeable neon- 
lit side display panels. 


The Caravan converts to recep- 
tion or display office and pro- 
vides temporary sleeping accom- 
modation, with cooker and 
washing facilities. 


Full details and specifications are 
available on request and all 
enquiries should be made to 


VUbewsteivese 


MOTOR SALES 


ORGANISATION LTD. 


MEASHAM, 


BURTON-ON-TRENT, 


STAFFS. 
(Telephone: Measham 322) 


LONDON 
MANCHESTER 
EDINBURGH 
STAFFORD 


WES 9821 
BLA 6386 
FOU 346! 

MILFORD 293 
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The po 
Bath test 


Take one new Press advertis- 
ing campaign for any consumer 
product, operate it on a pilot 
scale in the Bath Chronicle alone 
—and you'll get a reliable indica- 
tion of its potential effect on the 
whole of Britain. 

Why ? 

Firstly, because all classes, 
Leisured, Business, Professional, 
Industrial and Agricultural, are 
represented in Bath and its 
adjacent country areas. 

Secondly, this ONE paper 
gives you positive blanket cover- 
age of them all—1}4 copies are 
sold for every household in the 
city, and it also has a big circu- 
lation in West Wilts and North 
Somerset through the Branch 
Offices at Trowbridge, Chippen- 
ham, Devizes, Radstock and 
Keynsham. 

Thirdly, space costs only 10/- 
per s.c.i., so your answer will be 
economical as well as accurate. 


In any schedule intended to 
cover the West, this prosperous 
area can only be reached through 
the Bath Chronicle. 

You’re selling to Britain in 

miniature when you’re selling 


to BATH through the 


| coon & HERALD: i 


ESTABLISHED ITE 


* Not to mention the three weeklies which 
reach the prosperous West Countryman at 
week-ends when he has the time to read 
them:—SOMERSET GUARDIAN, WILT- 
SHIRE NEWS & BATH WEEKLY 
CHRONICLE. Get full details from S. H. 
Roberts, 134 Fleet Street, London, E.C.4, 
Arnold Ellis, Cromford House, Market 
Street, Manchester 4, or Head Office,-33 
Westgate Street Bath. 


A technique has been used in the setting up of this new sign which 
creates a brilliant clear cut outline yet leaves the faces in contrasting 
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shadow. 


Brewery 


firm joins West 


End’s bright lights 


A STRIKING neon sign on 
the facia of the “Stan- 
dard,” Piccadilly Circus, is 
one of the Jatest contributions 
to the bright lights of London’s 
West End, by the famous Mid- 
land brewers Mitchells & 
Butlers Ltd. 

The words “Mitchells & 
Butlers,” in the brewery’s charac- 
teristic style of lettering, are 
illuminated by a double outline of 
white fluorescent tubing. This 
tubing is set back ina “shoulder” 
which follows the edges of the 
letters, creating a brilliant, clear- 
cut outline, but leaving the faces 
in a pleasantly contrasting 
shadow. 

The name of the house is 
treated differently, the existing 
letters reading “The Standard” 
having been removed and con- 
verted into letters of the open 


Come to Beautiful 


WALES 


Cymru am Byth 


Designed by R. M. Lander, this 
poster for the London Midland 
Region of British Railways aims 
to advertise the attractions of 
Wales generally. 


trough type, using a double out- 
line of rose-pink fluorescent 
tubing. This arrangement enables 
the light to be diffused brilliantly 
and evenly over the entire face 
of the letter, the edges of the 
trough cutting off the light rays 
so that the lettering stands out 
sharply against the background. 


Rose-pink tubing 

The sign, which was installed 
by Franco-Signs Ltd., in col- 
laboration with Rupert Collins, 
advertising and publicity man- 
ager of Mitchells & Butlers Ltd., 
is underlined throughout its 
entire length by white and rose- 
pink fluorescent tubing. 


Glamorising 
the resort 


British Railways North Eastern 

Region stake a claim for the 

most attractive 1956 holiday-girl 

poster with this colourful picture 
for Whitley Bay. 
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Announcing the new 


Publicray 


the wonder sign with 1000 uses 


@ Instantly changeable hand-written 
messages in several different 
colours which actually glow 


@ As used, for the first time in this 
country, by Advertiser’s Weekly 
at the A.A. Conference, Brighton, 1956 


Write or *phone now for details and demonstration 


to the Sole Concessionaires for the U.K. 


Temple Advertising Services Ltd. 


19 Temple Chambers, Temple Ave., London, E.C.4 
Telephone : FLEet Street 2107 
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A change of policy abroad regarding 
foreign trade seems to offer— 


Brighter 


exports 


RITISH business-men dur- 

ing the past few weeks 
have been looking to the 
Argentine with greater hope 
than at any time since the pre- 
Peron days. 

The Argentine Under-Secretary 
of Finance, Dr. Verrier, has been 
touring Europe for talks on his 
country’s plan to enter a multi- 
lateral trading payments system. 
This is quite a change of policy 
by the Argentine and suggests 
that she is willing to take a 


FOSYS OW 
South America 


keener interest in trading with 
European countries. 

Up to now, the country has 
relied on a series of bilateral 
agreements—but like the rest of 
the world, she is now finding that 
under present day conditions this 
policy has far too many restric- 
tions to be useful. 

Britain, since the war, has 
always been strong in its advo- 
cacy of multilateral trading. In 
Latin-America, Brazil was one of 
the earlier converts and it might 
well be that others will start 
thinking along these lines now 
that the lead has been given. 

The other European countries 
who were involved in the talks 
with the Argentine were Belgium, 
France, Switzerland, West Ger- 
many, Italy, Holland, Austria 
and the three Scandinavian coun- 
tries. 


Objects of expenditure 

From the British point of view, 
one of the problems which is 
afflicting exporters is that the 
Argentine uses much of her 
sterling, gained through the sale 
of foodstuffs and agricultural pro- 
duction, for financing imports of 
oil and raw materials. Because 
of this British traders have so far 
had little luck in gaining import 
licences. 

One of the most recent reports 
on the Argentine economic situa- 
tion was made by Dr. Paul 
Prebisch whose findings were 
communicated to the president 
of the Republic. 


prospects for UK 
to the Argentine 


By A SPECIAL CORRESPONDENT 


Among the main points he 
has made is one that should 
interest British industrialists. 
Maintaining that there is an 
imperative need for importing 
more capital goods, he particu- 
larly stresses the needs of the 
petroleum industry, the electric 
power industry and the trans- 
port services. 

The future possibilities for 
petroleum in the country are 
known to be great. The State 
Oilfields Department have sug- 
gested that production could 
easily be increased by about five 
million cubic metres. This could 
be achieved by 1958-59. What 
is chiefly needed is the construc- 
tion of pipelines for oil and gas. 


Even then the Argentine would 
be nearly three million cubic 
metres short of her petroleum 
needs. The known reserves are 
so great, however, that she should 
by the end of the present decade 
be able to produce enough to 
equal her present consumption. 
Whether it will be possible to 
meet future needs is another 
question. 


Heavy equipment needed 


The capital investment for oil 
production is likely to need $200 
million worth of imported 
materials. There will obviously 
be an opening of some conse- 
quence here for the makers of 
heavy equipment. 


One of the biggest difficulties 
that the country has created for 
itself derives from the sacrifice of 
agriculture to consumer needs. 
This has meant that one of the 
chief forms of trading for the 
Argentine has been curtailed and 
in consequence great complica- 
tions have been experienced in 
obtaining the machinery and 
plant needed from overseas. 


To recover from this, the 
Argentine has had to cut con- 
sumption. As she gradually 
recovers there should, however, 
be a wider opening for consumer 
goods from abroad. 


The summing up of the situa- 
tion given by Dr. Prebisch is that 
there are grave problems which 
today torture the Argentine 
economy, seriously hindering the 
rate of its growth and that: 


“It is not by altering the dis- 
tribution of the little that is 


produced that the standard of 
living of the Argentine masses 
can be continuously raised; but 
through increasing production 
by means of a vigorous and 
sustained effort. If the country 
understands this, it may rely 
confidently on its powers of 
recovery.” 

One of the sore points at the 
moment so far as European 
countries are concerned in their 
trading with the Argentine, is the 
commercial debt which the 
country has accrued. It is said to 
amount to some £300 million. 
Not until a decision has been 
reached on this (and there was no 
concrete evidence at the time of 
writing) is there likely to be great 
enthusiasm for trading on the 
part of some of these nations. 
There is a £20 million credit from 
the United Kingdom. 

Recent exports to the Argen- 
tine from the United Kingdom 
have been modest. During the 
trading year up to June 30, 1955, 
exports and re-exports to the 
Argentine from Britain were 
valued at £25.2 million. In this 
period tools, motor vehicles 
spares, and breeding stock fell 
below the estimated target. 

During the last war the Argen- 
tine industries grew in certain 
fields and she is now self-suffi- 
cient in many consumer goods 
which previously were imported. 


A busy street scene 
in Buenos Aires. 
A change in the 
approach to 
foreign trade in 
the _ Argentine 
makes it likely 
that opportunities 
for British trade 
will be better than 
in the past. The 
rise of an oil in- 
dustry will offer 
particular scope to 
the manufacturers 
of heavy equip- 
ment, 
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The manufacture of confec- 
tionery, for instance, has now 
grown into an impressive indus- 
try. All window glass, previously 
imported, is now made within 
the country. 


Agriculture and cattle raising 
are, inevitably, still the chief 
industries. The area around 
Bahia Blanca is a great fruit 
growing district and apples, pears 
and grapes are exported to Britain 
and Brazil. The UK also gets 
dairy produce such as butter and 
eggs, but all the cheese which is 
produced is absorbed by the home 
market. There is wine making in 
Mendoza, and although there has 
been considerable improvement 
in quality, so far there are no 
exports because the wine does 
not travel satisfactorily. 


Leading the world 


Lactic casein, a by-product of 
butter, which is used in the 
making of gum and for paper 
glazing is an important industry. 
In fact, the Argentine leads the 
world in this commodity. 


A summing-up of the Anglo- 
Argentine trade situation from 
the Argentinian point of view 
was given recently by Dr. 
Alberto Candioti, the Argentine 
Ambassdor in London, in the 
BBC Latin-American Service. 

“Many products of Argentine 
labour and the fertility of its 
fields,” said Dr. Candioti, “may 
provide goods that are necessities 
in the British consumers’ markets. 
Britain is in a position to supply 
an equivalent number of exports 
contributing to the requirements 
of our economic development. 


“With all this in view, and 
conscious of the cordiality and 
understanding which two old 
friends will show in arranging 
their transactions in a spirit of 
unselfishness, I am certain that 
the commercial links which have 
traditionally united our respective 
countries will be strengthened by 
a well-developed sense of social 
benefits.” 
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Team survey 


A thriving region with 
an expanding population 


EFLECTING on.—itthe 

broad area of the Southern 
Counties (an area, in fact, 
of some three million acres), 
the picture that tends to come 
to mind is one of sweeping 
downs and green pleasaunces; 
glimpses of sun-kissed sea and 
high cliffs; broad pasture 


as a somewhat conservative 
region are reflected in the rapid 
growth of population. This 
growth in the most recent years 
is illustrated in an accompanying 
table. 
From it will be seen that be- 
tween the Census of 1951 and 
the publication of the Registrar 


General's estimates of mid- 
1955, the population has in- 
creased by some 140,000 and 
now represents a total market 
of close on four million inhabi- 
tants. 
The most heavily populated 
areas are to be found in the 
London “dormitory” area of 


lands, tidy farms and pleasant 
residential towns, meccas of 
retired business and profes- 
sional men and tourists. All 
this is attractive, romantic and 
true, but it tells only part of 
the story of the Southern 
Counties. 

While the region is basically 
residential and agricultural, its 
activities are notably diverse. 
From the coal fields of Kent, pro- 
ducing medium volatile coking 
coals and some coking steam 
coals, to the immense oil refinery 
at Fawley in Hampshire ; from 
the many passenger and cargo 
ports which stud the coast, rang- 
ing from the mighty Southamp- 
ton Docks to the busy little ports 
which harbour private pleasure 
craft as well as small fishing and 
cargo vessels, to the variety of 
flourishing light industries — 
which include engineering, toy- 
making, clothing, nylon  stock- 
ings, food processing, cement 
making, paper making, .etc. 

Railway workshops and air- 
craft and ship-building and re- 
pairing are also important in 
certain areas. 

The changes taking place in 
what has hitherto been regarded 


Retail showmanship in Portsmouth 


Effective use has been made of store demonstrations and special pro- 
motions at the Landport Drapery Bazaar, Portsmouth. This depart- 
mental store, by a policy of hard merchandising, extensive advertising 
and modernisation, has taken full advantage of the 

of the town. 


prevailing prosperity 


Kent and the residential-indus- 
trial districts of Southampton 
and Portsmouth, the combined 
populations of which fall not far 
short of half a million. 

Other centres of population 
exceeding 50,000 include, in Kent, 
Beckenham (75,340), Bexley 
(88.780), Bromley (64,780), Chisle- 
hurst and Sidcup (86,870), Gilling- 
ham (77,800), Maidstone (54,760), 
and Orpington (68,450); while 
between them the populations of 
the Medway towns combined are 
some 200,000. 

In Sussex, Brighton has 157,900 
inhabitants and Hove 69,580; 
Worthing has 69,840 and Hastings 
64,800, with Eastbourne 57,600. 

In Hampshire, apart from the 
Southampton and Portsmouth 
areas (with Gosport 61,860), there 
is Bournemouth with a population 
of 141,100. 

The prosperity of the region 
mounts with its population. 

An indication of this prosperity 
is provided by the figures for 
retail trade expansion in 1955. 
Mark Abrams, in Prospects in the 
Retail Trade, reported last Febru- 
ary that; 

“The South of England, out- 
side Greater London, enjoyed 
much more than the average 
eight per cent expansion in 
1955. . . . The Southern boom 
embraced almost all forms of 
consumption — food, clothing, 
furniture, domestic apparatus. 
This suggests that the sort of 
people who make up the bulk 
of the employed population in 
these parts—manual workers in 
light engineering, white-collared 
workers in business and com- 
merce, and middle-class people 
in the professions—made rela- 
tive gains in income that were 
not shared equally by the work- 
ing population in the outer 
provinces.” 

The writer goes on to suggest 
that during 1955 the large re- 
tailers in the South made appre- 
ciable gains at the expense of the 
local independent retailers, while 
the large concerns elsewhere 
merely held their own. 


@ Continued on page 72 
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ADVERTISER'S WEEKLY 


THE SOUTHERN COUNTIES 


Holidaymakers visit the 
region from far afield 


mo a resident population in 
the Southern Counties 
which is principally engaged in 
agriculture, light industries, 
transport, tourism and holiday 
catering, in addition to the 
London “dormitory” area, 
may be added the great influx 
of holiday-makers in the 
season. 

The inflation of population in 
the tourist areas at such a time 
is immense. For example, the 
resident population of Margate, 
which is normally rather more 
than 42,000, increases to over 
120,000 in July and August. 

It is interesting to note that 
this resort, primarily appealing 
to Londoners, has in recent 
years tended to attract more 
and more people from the 
industrial Midlands and the 
Lancashire cotton towns. 

It is indeed a long cry from 
the days when Benjamin Beale, 
an 18th century Quaker, first 
popularised sea bathing at Mar- 
gate by inventing a bathing van 
with a hood at the back and so 
designed that when the van had 


been drawn into the water and 
the hood carefully lowered, the 
lady occupant could leave the 
little cubicle and take her dip in 
absolute seclusion. 

With a combined population 
exceeding 225,000, Brighton and 
Hove is one of the many coastal 
resorts in the area which, apart 
from their attractions to the 
visitor, are also the centres of 
innumerable conferences outside 
the peak holiday period. The 
Advertising Association Confer- 
ence this month is a_ recent 
instance. Progressive Brighton 
last year opened one of the finest 
open-air sports arenas in the 
country, occupying over 14 acres. 

Southampton has always been 
a busy port and for many ocean 
visitors it is the first experience 
of the English mainland, but 
during the post-war years it has 
gained in importance both by 
virtue of the expansion of exist- 
ing industries and the develop- 
ment of new ones. 

At Fawley where, at one time, 
was farmland, there now stands 
the vast Esso refinery which, in 
size, is reported to have only one 


At the cheapest inch 
rate per thousand rea- 
ders in this progres- 
sive and prosperous 
area. 


per single 
column inch 


A.B.C. 
73,375 


SOUTHERN 
WEEKLY NEWS 
SERIES 
126 eomeination 
29,204 
A.B.C. 


Aninfluential Weekly Group 
which pletely blank 
the growing areas of Sussex 
London Office : 
107 Fleet Street, 
London, E.C.4. 
Telephone : Fleet St. 2412-3 
Head Office : 
Argus House, 
Brighton. 
Telephone : Brighton 2716! 
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* . 4 . > 
Distribution of Southern Counties Population 
by Counties 
Total population 
Registrar General's | Census, 
Estimates | 1951 
oe 
| Mid-1985 | Mid-1954 | 
| All ages All ages All ages 
Kent # . | 1,614,000 | 1,600,000 1,564,324 
ST ee ». | 971,200 956,800 937.339 
Hampshire (with Isle of Wight) ’ | 1,349/200 1,337,000 | 1,292,795 
Total 3,934,400 | 3,893,800 | 3,794,458 


rival in Europe—a refinery in 
Holland. The calculation is that 
the installation produces refined 
petroleum products at the rate of 
about seven million tons a year 
—or rather under a quarter of the 
country’s total needs—95 per cent 
of which goes in coastal tankers 
to every part of Britain. 

The waste gases which have in 
the past been burned away in two 
great flares are now, once the 
technical problems have been 
solved, to form a regular supply 
to the Southern Gas Board for 
domestic use in the relevant area. 


Power station project 


Agreement in principle between 
the board and the company was 
reported in October last year, and 
modifications and additions to the 
plant necessary to utilise the 
refinery gas for town gas manu- 
facture are being made. The 
completion of the project together 
with its full operation are 
expected by the end of this year. 
Another source of power which 
will burn oil refined at Fawley 
is the Marchwood Power Station 
nearing completion. 

The existence of a refinery is an 
attraction to chemical firms, and 
Monsanto Chemicals, so it is 
reported, have already asked 
Esso for permission to develop on 
their land. 


The Hampshire County 


A view of the Esso refinery at Fawley. 


Council regard the area as suit- 
able for industrial development 
and believe that the west bank 
of Southampton Water offers 
advantages as great as any- 
where else in Southern England 
for industries needing a water 
frontage. Nevertheless, some 


Travelling to Cowes from 
Southampton, Southampton 
Water presents a picture of un- 
ceasing activity; from the docks 
with their mammoth _eiiners, 
Hythe with its flying boats, 
Fawley with its great refinery, 
Calshot with its seaplane base, to 
Cowes, the home of the Prin- 
cesses, the world’s largest sea- 
— built by Saunders-Roe 
td. 


As regards Southampton itself, 
the county and the Board of 
Trade consider it as not being a 
suitable area to feceive substan- 
tial new industry from the out- 
side, although permission has 
recently been given to Mullard 
Ltd. and Standard Telephones 
and Cables to go into South- 
ampton. 


So far as existing industries 
in general are concerned, no 
expansion is being restricted. 
In January this year, a new 
passenger and cargo terminal, 


@ Continued on page 74 


This outstanding industrial 


unit is to be flanked by a great new chemical factory—and, if plans 
mature, by a synthetic rubber producing plant as well. 
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14 CARDS! 
A MISDEAL 


SOUTHAMPTON 


From Southampton, Britain's leading passenger 
port, the ‘Southern Daily Echo’’ circulates 
throughout the heart of Hampshire, South 
Wiltshire and the Isle of Wight; an area where 
many millions of pounds are being spent 

on industrial development. 


SOUTHERN DAILY 


ta 


A GOOD DEAL MISSED ee ee ee 
UNLESS YOU ADVERTISE 


IN THE BOURNEMOUTH 
KENTISH EXPRESS The ‘‘Bournemouth Daily Echo"’ serves the wealth 


HEAD OFFICE LONDON of Bournemouth's business and holiday community, 
— _ F . and covers, also, the rich industrial and 

ASI iF ORD 1 184.5.6 FLEET S rREET 4481 agricultural territory of West Hampshire and 

East Dorset. 


BOURNEMOUTH DAILY 


D. ALLAN 
WRIGHT 
PRESENTS 


RICHMOND HILL, BOURNEMOUTH. Tel: 3000 


|IWEYMOUTH 


MAIDSTONE ° DOVER 
‘ AS as POR D H ER N E BAY s Weymouth and Portland successfully combine as 
, FOLKESTONE MEDWAY TOWNS popular holiday resort, Channel port and naval 
*ORPINGTON *TUNBRIDGE WELLS hase of the Home Fleet. The population 


here and throughout the agricultural towns and 


T R A D E F A I R S villages of Dorset depend on the“ Dorset Daily Echo.” 


4 
IN KENT DORSET DAILY 
ELTHAM TRADE FAIR 
IN LONDON 
For Full Details of these and Other Exhibitions 
‘ D. ALLAN WRIGHT (Managing Director) St. THOMAS STREET, WEYMOUTH. Tel: 804 


BIRLINGS (KENT) LTD. 
38 NORTH STREET ASHFORD KENT Tel. 1262. 


* Advisers & STAND CONTRACTORS 


* * * LONDON OFFICE: 69 FLEET STREET, E.C.4. Tel: FLEet 4352 
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THE SOUTHERN COUNTIES 


Dockyard prosperity 


which has been built by the 
British Transport Commission 
at a cost of about £1 million 
and which will deal mainly 
with the South African services 
of the Union Castle Mail 
Steamship line, was opened. 
The presence of industry 
around Southampton is not, of 
course, a post-war phenomenon. 
Before the war within the district 
the industry of commercial ship- 
ping existed—in fact, it was the 
main industry, employing, with 
its allied services of ship repair- 
ing and dock and harbour ser- 
vice, about one-third of the 
insured workers, 
Equally, before the war Pofts- 


mouth was an important ship- 
building and marine engineering 
centre, although it depended 
predominantly on the Royal 
Navy. Today, the dockyard 
employs about 23,000 people. 
From the latest figures published 


in the Ministry of Labour 
Gazette, there were only 1,365 
persons unemployed in South- 


ampton on February 13 last, and 
2,254 unemployed in Portsmouth, 
including Gosport. 


74 


Activity in the ports and har- 


bours of the South Coast has, 
indeed, been considerable, reflect- 
ing the general industry and 
prosperity of the region. 


_—" Net Sale in Kent 
“KENTISH TIMES — 


SERIES 


The eight papers of th “KENTISH TIMES” Series 
have an intense coverage throughout 130 square 
miles of the County with an average weekly 
net sale (A.B.C.) of 


88,341 


PLAT RATE 26/= PER S/C INCH 


May 18, 1956 
> 
Percentage Increase in 1955 Sales 
_ Compared with 1954* — 
| Food and | Non-food | 
Perishables | Merchandise | Merchandise 
Scotland .. } 4 7 5 
North East, North West and Midlands _.. | & x x 
South of England 10 11 il 
Wales... a 8 6 
London—Central and ‘West End a 7 6 
Suburban ; 7 x | 7 
Great Britain 7 8 8 


urce - 


S Figures for | large © retailers « during the first 11 months of each year. 
Soi Westminster Bank Review, February, 1956. 


Regular and Casual Farm Workers { 
Regular workers Casual workers 

Kent 26,442 13,784 
~ Sanne —est 10,103 3,048 
West 9.419 2/075 
Hampshire 14,443 4,166 
Isle of Wight 1,639 407 
Torts 62,046 23,480 


England and Wales 


Growth of 
exhibitions 


| OVER the past two years 


You will find a new market through the 


West Sussex County Times 


HORSHAM ADVERTISER AND SUSSEX STANDARD 
The only Newspaper printed and published 
in North-West Sussex 


CERT. WEEKLY CIRCULATION OVER 11,650 


Member of the A.B.C. 


Write Direct to 


HORSHAM NEWSPAPERS LIMIETD 


15-16 Market Square, Horsham, Sussex. 


Telephone : Horsham 337! (4 lines) 


the Southern Counties 
—and Kent in _ particular— 
have become one of the most 
concentrated exhibition areas 
in the country. 

As to Kent there is hardly a 
town of any real consequence 
that does not hold an annual, or 
bi-annual, exhibition, or _ is 
planning to do so in the near 
future. Nearly all are organised 
with the co-operation of the 
local Chamber of Commerce or 


Trade, who, in some _ cases, 
exercise control as to the 
exhibitors. 


On the Thanet coast, Margate 
holds an annual exhibition and 
bi-annual trade fairs are held at 
Tunbridge Wells, Maidstone, 
Folkestone, Dover, Herne Bay, 
Chatham, Deal, Ashford, Orp- 
ington and Dartford. Exhibitions 
are also planned for Canterbury 
and Faversham, and it is pos- 
sible that Sittingbourne, where 
successful exhibitions have been 
run in the past, may shortly 
organise a a trade fair. 


reach these people who - 


A great many people 
on the Isle of Wight 


More than a quarter of the entire population live in and 
around Greater Ryde. The right advertising medium is of 
fundamental importance in reaching a particular market. 
A campaign in their own local Newspaper will enable you to 


are readers of the 
ISLE OF WIGHT TIMES 


72 Union Street, Ryde, I.W. 
115 High Holborn, W.C.1. 


| 8BOLTON RD- 


ADVERTISING SERVICE AGENTS 


AOVERT /y 


= 
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EASTBOURNE 5933 


Source: Agricultural Statistics, 1955. 


$20,307 


Sponsored as they are by the 
local chambers concerned, these 
shows are well supported by the 
local traders, the great majority 
being backed by national under- 
takings who frequently pay a 
part of the cost. Indeed, certain 
national manufacturers take 
stands for themselves because 
they find it pays—not only in the 
good will of the local stockists, 
but in hard cash sales. In their 
promotion of Phili-Shave Dry 
Shaver, Philips Electrical Ltd. 
are the finest example of dealer 
co-operation of this type. 


The trade fairs are always 
lively. The local trader is first 
and foremost out to make a 
profit on his stand and, conse- 
quently, he and his staff are on 
their toes to make sales. No 
bored glamour girls here. 


Money’s worth wanted 


The public in the Southern 
Counties expect and receive good 
value from local trade fairs. 

Are these local shows increas- 
ing or diminishing in popularity? 

The answer can readily be 
found in the Second Folkestone 
Trade Fair held at the Leas Cliff 
Hall, Folkestone, from Saturday 
April 14 to Saturday, April 21. 

This was the most successful 
post-war exhibition held in 

| Kent. The attendance of 
17,000 was well over 334 per 

| cent of the total population of 
| the town. One local exhibitor 
| reported sales in excess of 
| £2,000 and certain national 
undertakings, who exhibit 
| throughout the Southern Coun- 
| ties, reported it as being the 
finest post-war exhibition of its 
| type, breaking all sales records. 
This result was obtained at a 
time of a credit squeeze, more 
difficult hire purchase terms, and 
when coast towns are at their 
| lowest financial ebb, eagerly 

| awaiting the holidaymakers and 
| the money they bring. 
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Reautiful «  tealthy 


EASTBOURNE .. 


W5 know you're busy . 

W-. special campaigns ... chasing 
up copy and coping with a hokeres and 
one other things . . . but you should also 
be planning your holiday’! 

Why not get away from it all—if only 
for a few days and sample some of the 
pleasures Eastbourne can offer? 

Eastbourne is a veritable sun-trap (no 
line-shooting), with every sport and 
pastime, a wide choice of entertainment, 
and Hotels which are really comfortable 
and friendly. 


. working 


Having said our piece, we'll leave it 
with you, but if you would like further 
information, or help with accommoda- 
tion, drop a line to R. Ticehurst, Director 
of Publicity, Eastbourne, and he will 
do the rest! 


project .. 
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| 


| Telephone : FlEet St. 2845 


| LONDON OFFICE : 
| 6S FLEETSTREET,E.C.4 


ADVERTISER’S WEEKLY 


me Me 


This drawing is one of a current 
series for our clients — Stewarts 


Nurseries, Ferndown, Dorset. 


and get in touch with us today. 


MICHAEL PATEMAN LID 


Advertising House, Lansdowne Road, Bournemouth. 


| 
| 


Just a minute sir... | 


We know you are at your wits end 
trying to find an art service nearer 
home, who can do a first-class job 
in line, wash or colour on time. 
One who can interpret your wildest 
idea into a well designed practical 

. take fresh hope, sir, 


94,146 acres covered by 15? acres 
of paper. 
THE 


ISLE OF WIGHT 
COUNTY PRESS 


uses 15} acres of paper per week ; 
the area of the Isle of Wight is 94,146 acres. 


How can complete coverage be claimed? 


The Island has a population of 95,625 
(1951 census). 


The private households number 28,385. 


The average weekly net sales of the Isle of 
Wight County Press are 28,628. 


On these figures it is claimed that reader- 
ship coverage is complete. 


An advertisement in the Isle of Wight County Press 
reaches every home in the Isle of Wight. 
Head Office: 29 High. Street, Newport, L.W. 


London Office : L. A. Cade, 143 Fleet St., London, E.C.4 
(FLEet St. 6692). 
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ADVERTISER'S WEEKLY 


Seven 
principles 
of ad 
production 


By 
JOHN CRISFORD 


\ \ THEN producing material 
for advertising and public 
relations, are there any prin- 


ciples which we can look to | 
for guidance in the same way | 


that a soldier can look for 
guidance to the Principles of 
War? I believe that there are. 


List of elements 


In all advertising and public 
relations activities may be seen 
the following basic elements: 

@ MaTeRIAL: A handout, a leaf- 
let, a poster, a_ television 
programme, a film, or an 
exhibition. 


PRODUCER of that material: an | 


advertiser, an agency, 
sultant, or a freelance. 
DistripuTor of that material: 
the editor or 
manager of a newspaper, a 
retailer, a poster 
a cinema proprietor, a direct 
mail organisation, or com- 
mercial television. 


a con- 


CONSUMER of the material: the | 


man in the street, or the man 

at the helm, 

working in her home or out- 
side it. 

These definitions once estab- 
lished, we can, in my view, go 
on to establish seven principles 
for the production of advertising 
and public relations material. 
Every piece should be: 

(1) ACCEPTABLE. The mes- 
sage of the material should be 
acceptable to both the distributor 
and the consumer. 

If the material arouses anti- 


pathy in the distributor it may | 
never even reach the consumer. | 
An article written for a popular | 
daily newspaper is unlikely to be | 


acceptable to a serious weekly 
periodical. A showcard which 


encourages shoppers to ask ques- | 
tions of a retailer when he does | 


not know the answers is unlikely 
to be displayed. A leaflet which 
leaves no room for the dealer’s 
name and address when he makes 
a habit of rubber-stamping it on 
all advertising literature is not 
going to be very welcome. 

The material must obviously 
be acceptable to the consumer. 


An address suitable for the In- | 


stitute of Boiler Makers is un- 

likely to appeal to the Mothers’ 

Union. Complicated recipes for 

a family of four do not usually 
@ Continued on page 77 
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advertisement | 


contractor, | 


or the woman | 


PHOTOGRAPHERS 


ENLARGEMENTS 


CALL IN 


CARLTOGRAPH 
WATERLOO 6544 


44-50, Lancaster Street, London, S.E.! 


& MANCHESTER 


3, The Parsonage, Blackfriars 4052 


See Ware about 


Publicity Pictures 


with a news angle 


AC.K.WARE service includes 
an extensive library of Colour 
and Monochrome pictures 


ACK.WARE (Aetpaas) LTD. 
28a Basinghall St.. London, E.C.2 
Pe Trapetine 9896-7 


We are proud 
of our Studios and 
of the work we produce. 
YOU ARE CORDIALLY 
INVITED TO SEE BOTH 


LAAT PAGO? 
PLATYD) 
295 Camberwell New Road 
London, S.E.5 
Tel: RODNEY 5811/2 


Specialists in Photographic 
Printing Processes for 
Advertising, Display 
and Exhibition 


PROTEMPHES 
Photographic 
Prints) sz 


SIZE 
Write or Phone 


plotowarl.” 


QUANTITY 
€ LILYWHITE LTD. 


Brighouse, Yorkshire. Phone: 1240 
73 BAKER STREET, LONDON, W.! 
Phone: WELbeck 0938-9 


PHOTOGRAPHIC PRINTS 


100 
1000 
1000000 


az <o 


3 Dorset Buildings, 
Salisbury Sq., London, E.C.4. 


FLEET STREET 5300 or 7921 


PHOTOGRAPHY FOR ADVERTISING 


COWDEROY 
AND MOSS 


LIMITED 


25 MANCHESTER SQUARE, W.! 


HUN«ter 9911 


WE MEET YOUR DEADLINE 


YOUR FILM &T.V. 
TITLE PROBLEMS 
SOLVED 


ring GERRARD 8197 
STUDIO VERNON & TELEVISION 
TITLES. 


WALTER BIRD 
ADVERTISING HEADS 
Monochrome or Colour 
"Phone FRO 10/8, 1019 
Photographic Illustration Ltd 
85 Cromwell Road, S.W.7 
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COMMERCIAL AND 
PHOTOG 


ESTD 1917 


R. FOX L” 


OF HAMPSTEAD, N.W.3 


WE WILL 


MOST HAPPY TO 


BLOW-UP 


FROM YOUR NEGATIVES 


10 - DAY 


* YOU SO DESIRE 


moore HAM 9B6F 5 ines 
COLLECTIONS and DELIVERIES 
LONDON AREA—TWICE DAILY 


SILK SCREEN SERVICES 


When next you have 
a QUALITY job 


Contact : 
KENTON 


PUBLICITY 


SCREEN PROCESS 
PRINTING « DISPLAY 


© MULTIPLE DISPLAYS 
¢ SHOWCARDS 
* CUT-OUTS, Etc 


53/55 WESTON ST. 
LONDON, S.E.! 
Phone: HOP 4178 & 5771 
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SILK SCREEN 


jane | 
LETTERPRESS 


la powerful combination for | 
| tong or short runs of colou- | 
printing. Any Material 


OBELINK PRESNGAIGSLTD | 


| Myron Place, London, $6.13 | 
Lee Green 6133/4 


36 NORTH ROAD, 
YORK WAY, LONDON, N.7 


— NORTH 3327-8 — 


SHOWCARDS - POSTERS 
CUT-OUTS - DISPLAYS 
SILK 
SCREEN PRINTING 
Lorge or small —~ foes 


y 
HYPNOCOLOR J 
aod 


SCREEN PRINTING 


IN FLUORESCENT 
AND 


SILK SCREEN INKS 


15-16 GOUGH SQUARE, 
LONDON, E.C.4 


(Adjoining Dr, Johnson's Heuse) 
Telephone: CITY 2787 


POSTERS (all sizes) 
SHOWCARDS & DISPLAY 
UNITS 
SILK SCREENED or 
SINGLE COPY 


B & D ADVERTISING 


35 Merton Rd., London, SW18 
Telephone; VANDYKE 6860 


» FOR QUALITY 
SILK- SCREEN PRINTING 
AND PROMPT DELIVERY 


57 BAYVHAM PLACE aw 


SHOWCAROS + POSTERS 
WINDOW BILLS + CUT-OUTS et 


H. J. Ryman Ltd., long es- 
tablished in the West End 
as Stationers & Printers, 
now operate a quality 
Silk Screen department, 
specialising in high class 


showcards and window 


display material. Estim- 
ates are submitted 
promptly. Phone Museum 

3 or write to (Silk 
Screen Dept.), 6, Great 
Portland Street, Wil. 
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SILK SCREEN SERVICES 


ERRARD 8236 


——= SHOWCARDS =— 
—S POSTERS DISPLAYS =— 
i _ 


and 


as 


-_ 
a 


~~ 
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— QUALITY- SPEED-LowCost = 


149, WARDOUR STREET. LONDON, Wi 


NEW CROSS 3168 
STICKERS 


P.V.C. 


BANNERS AND 
GENERAL SCREEN WORK 


EXCELLENT SERVICE 
THOMAS RYAN (psuntens) LTD. 


133a Peckham Hill St. S.E.15 
NEW CROSS 3168 


SCREENIT ARTS LTD. 


62a BREWERY ROAD, LONDON, N.7 
SILK SCREEN PRINTING 
P.V.C. SPECIALISTS 
TELEPHONE NORTH 521! 


SILK SCREEN MATERIALS 


| 
SILK and 
SCREEN 
PRINTERS 
SUPPLIES 


GEORGE HALL’S 
of course! 
GEORGE HALL (Sales) LTD. 
111 Wellington Road, South, 
Stockport. el. STO 3375. 


display 


lettering 


Cut-out relief lettering 
3 faces. 
3/16 to 12 inches. 


LONDON INDUSTRIAL ART LTD. 
3 All Saints Road, London, W.I! 
Tel. PARK 943! 


ready gummed, 
Range of sizes 
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Production 


formula—con. 


| appeal to a bachelor girl cooking 


on a gas ring. Instructions for 
use which are ambiguous or diffi- 
cult to understand do not in- 


| crease the product's popularity. 


= SCREEN PRINTING =— 


(2) CONVENIENT. The 
material must be physically con- 


| venient for both distributor and 


= 3-STAR SERVICE — 


consumer. 
Display material which is too 


| large, wall charts which need too 
| many drawing pins, leaflets which 


will not fit into standard size en- 
velopes, material which is too 
heavy or bulky, or which bends 
too easily, or is too much of a 
nuisance to pack, or sticks to- 
gether, or looks dirty or cheap, 
will find the distributor unsym- 


| pathetic however good its mes- 


sage. A pack which cannot be 


| opened without danger of break- 


ing a fingernail does not encour- 
age repeat sales. Coupons should 
leave sufficient space for name 
and address. 


Reference material should be 


_ designed to last for a long time. 


| headline 


CUT-OUT LETTERS | 


A booklet intended for reference 
should stand up by itself on the 
bookshelf, and not flop over like 
a magazine. A series of booklets 
on similar themes should all be 
the same size. 


centel dhauid, be. cophed. te 
ma Id topical by 
both time and place. 

News is not news for long, and 
the local angle is most important. 
The producer should wherever 
possible “tie” the material to 
people, places, events, seasons, or 
anniversaries. Christmas and 
Easter are obvious times, but 
Father's Day, Mothering Sunday, 
Twelfth Night, Shrove Tuesday, 
St. Valentine’s Day, St. George's 
Day, Empire Day, Midsummer 
Day, Trafalgar Day, All-Hal- 
lowe’en, Thanksgiving Day and 
Hogmanay often give oppor- 
tunities for topical tie-up by 
public relations and direct mail, 
and other media as well. 

Which press headline interests 
Londoners more: “Thousands 
Killed by Tidal Wave _ in 
Patagonia” or “Lord X Paddles 
in Thames”? Which advertising 
appeals to women 
more: “Silks from abroad” or 
“Have a new dress of Parisian 
silk for Easter!"’? 

A nose for news is every bit as 
important in advertising as it is 
in journalism. 


(4) COMPETITIVE. The pro- 


| ducer must always know what the 


other man is doing in the same 
field. 


A study of competitors’ 
activities is always rewarding, and 
often saves one from making 
expensive mistakes. But com- 
petition from unexpected quarters 
can sometimes be quite over- 
whelming. For example, a press 
release offered to an editor may 


@ Continued on page 78 
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be unsuccessful not because 
better material came from else- 
where, but because that particular 
issue dealt mainly with export 
activities, or mainly with house- 
hold articles, or even mainly with 
a murder trial. 

The weather may be a horribly 
powerful competitor, as street 
sellers know to their cost, and so 
may strikes and the whim of 
fashion. 


() REFERABLE._ The 
material should have some simple 
means of reference. 

Anonymous and _ unreferable 
material causes confusion and 
delays. Material should normally 
carry the imprint of the producer 
and also a reference number. In 
general most material should also 
be dated, but in some cases un- 
obtrusively. Reference material 
should be conspicuously dated. 


() VALUABLE. — The 
material should be patently worth 
having. 

This may be achieved by excel- 
lence of appearance, or useful- 
ness, or simply by comparison of 
costs. If the material is known 
to cost a shilling to produce, and 
is sold to the consumer for 
threepence, he will think it a 
good bargain, and value it, but 
if it is given free, it may be 
suspect. 

In a recent test in the United 
States of America two advertise- 
ments were split-run offering a 
booklet free, and for a small 
charge. There were appreciably 
more replies to the advertisement 
offering the book for a charge. 


(7) NECESSARY. — The 
material should be a means to an 
end and not an end in itself. 

Far too often in advertising the 
producer becomes media- 
minded : he produces a booklet 
as such or a film as such. The 
object of producing the material 
must be constantly kept in mind, 
and the temptation to repeat a 
past success solely because it was 
a success must be firmly resisted, 
for circumstances may well have 
changed. 


Send to top 


How to distribute the material 
when it is at last produced ? 
Perhaps there are more prin- 
ciples to be formulated to guide 
us here, but one thing is certain : 
it is better to distribute to the 
leaders than the led. But it is 
important to know who are the 
leaders, and it is easy to make 
mistakes. 

The man who has the yea or 
may may not be the managing 
director at all, but the chief 
chemist ; it may not be the lad 
but his lass. So search for the 
power behind the throne. 
Cherchez la femme! 


EXHIBITIONS & DISPLAYS 


VACUUM FORMING 


BRINGS YOU 


3-D. DISPLAYS IN PLASTIC 


* 3-0. 
SHOWCARDS 


* SERVICE 
TRAYS 


*3-D. 
ANIMATION 


Photograph by permission of Peter Lord Ltd. 


VACUUMPLAST LTD. 


In association with BERTA STUDIOS Ltd. 


12 MANETTE ST., LONDON W.1. 


Telephone: GERRARD 8757 


WHITE HART STUDIOS 
SCULPTORS & DESIGNERS 
of 
ADVERTISING & DISPLAY 
MODELS 
SINGLE OR QUANTITY 
PRODUCTION 
in RUBBER LATEX 


lea, THE WALDRONS., 
OYDON, SURREY 
* Croydon 1343 


Signs Showcards 
Exhibition Stands 
CB display service Itd 


Directors: H, BARNETT V. STAMFORD 


423-7 ST. JOHN ST. LONDON E.C.! 
RMINUS 7080 


J WATSON (000%) tro 
BASSEIN HOUSE 
BASSEIN PARK RD. 


LONDON - W-i2 
PHONE 


Displays Posters 
Silk Screen Printing 


DISPLAY 
UNITS IN 
PLASTIC 


& METAL 4363 


| 


FOR A COMPLETE DISPLAY 
EXHIBITION & PHOTOGRAPHIC 
SERVICE CALL 


Replicards Ltd. 


ARC 6241 
DESIGN 
DISPLAY 
EXHIBITION 
SILK-SCREEN 
PHOTOGRAPHY 

ALL THE ABOVE 


SERVICES ARE CARRIED 
OUT IN OUR OWN WORKS 


CLIENTS ARE INVITED TO INSPECT 


REPLICA HOUSE, 
BAVARIA ROAD, N.19 
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COMMERCIAL ARTISTS 


VERY RARE 
* photographic ” 
RETOUCHING 


*notural *” retouching 
essential to good advertising 


Phone: CHAncery 3902 


SMH 


2 Doughty Street, W.C.I 


3 
1 
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RAE zEEe AEs’ S 


THE 


TUDOR ART AGENCY LTD. 


FREE LANCE ARTISTS 


i FURNIVAL STREET, LONDON, E.C.4 
HOLborn 884! 
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COMMERCIAL ARTISTS 


COMPLETE STUDIO SERVICE 


182 HEN ACHICKENS COURT 
’ FLEET STREET, E.6.4 
Telephone: Chancery 9266 


STOKES 
and 


DE MILLE 
STUDIO LTD. 


Artists for 
Advertisers 


18-20 ST. ANDREW ST., LONDON, 
E.C.4. 
FLEET STREET 6656 


Pak 


The most complete 
“Art & Photographic 
service for Agencies 

under one roof 
at 


118 Park St., W.1 
Mayfair 4316, 5530 


INDIVIDUAL ARTISTS 
(London) Ltd. 
1A, PHOTOGRAPHIC 
Ltd. 


DIE-STAMPING 


FOR ALL 


ENGRAVED STATIONERY 


FRANK E. SEARY LTD. 
Cramer St., Marylebone High St., W.1 
WEL 5248 
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FIRST-CUASS 
PRINTING. AT THE 
KEENEST PRICES 


14! 141 Plashet Road, Upr Park 
London, E.1) 


sRAngewood 4254 


, etc. Steel dies for metal. 
NOBBS & AYCKBOURN 
14 CLERKENWELL GREEN, €E.C.! 
CLE 6474 Est. over 40 years 


PROCESS ENGRAVERS 


leading the way 


SCOTTISH STUDIOS 
AND ENGRAVERS LTB 


™ cLroe 67. 
CITY o961-8 


OueaMN 
Giascow 


DESPATCHING 
SHOW CARDS? 


Any Shape, Size or Quan- 
tity at the most reasonable 
cost and with the utmost 
speed. Write or phone 


E. CHRISTIAN & CO. LTD. 
63 St. Paul’s Road, N.1 
CAN 2461 
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PLASTIC DISPLAYS ? 
ILLUMINATED SIGNS ? 
NEW “POINT OF SALE” 
ADVERTISING 
MATERIAL ? 


Why not get in touch with 


RETIGRAPH LIMITED, 
106, Wardour Street, W.1. 
TEL.: GERrard 1612/3/4. 


POINT OF SALE 


ADVERTISING 
LTD. 
Specialists in the production 
and placing of advertising 
material for all uses, including: 
Window Pelmets 


New London Office : 
13 Duke Street, London, W.!. 
WELbeck 1258 


Portfolios of Samples are avail- 
able for the use of Advertising 
Agents and their Clients. 


 OISPLAYs 


GORDON A. TACKSON ~ 
(2 GREAT CASTUE STREET 
OXFORD CIRCUS W. 


MISCELLANEOUS 


PRINTING & 
185 HAYDONS RD. PACKAGING 


WIMBLEDON,S.WI9 


STOCK PHOTOGRAPHS! 


Extensive non-topical library for 
agents & advertisers 


THE MUSTOGRAPH AGENCY 
Mlustrators of Great Britain 


498, High Road, E.1 


Telephone: LEY 2700 


ADVERTISING db 


badgered 


Children are 
badgering 
parents 


parents are bed- 
tem Hh —_e- 
eepers 


suppl 

badgering 
manufacturers 
+ « ot for 


FE aan R ODEN 


AND SON LTD. 
SS HATTON GARDEN, LONDON, E.C.1. 
Telephone: HOL. 0139 


MAKE NO MISTAKE! consste us for 


GIATS 2% 


Exhibition - 
Staff GIFTS. 
ANGLO FANCY PRODUCTS LTO 
% Manufacturers, 
266, Belsize Road, N.W4 


Telephone: MA! 0867 (3 lines) 


Remember 


Best for colour * - 


LEWIS KNIGHT & COMPANY 
8 Chingford Mt. Rd., E.4. LAR 2241/2 


ADVERTISING GiFTs. 
GIVE AWAYS, GIMMICKS. 


WELDED PLASTIC ARTICLES 
SPECIALITY. 


CITY SUPPLIES COMPANY 


36 COPTHALL AVENUE, E£.C2 
NAT 625! 


YOUNG 4 wor RUBBER CO. LTD. 
Wimbledon, S. 


W.19. LIB 6281 (6 lines) 


ADVERTISER’S WEEKLY 
_ German photo 


art review 


German te uae Annual, edited 
| by Wolf Strache, published in this 
country by the Fountain Press, price 42s. 


HIS is an excellent volume 

if one wants to know the 
way things are getting along in 
|Germany as regards commer- 
cial photography. 

The 120 black and white speci- 
mens reproduced have been 
selected from about 35,000 pic- 
tures from almost all the profes- 
sional and amateur photographers 
in Germany. As the editor ex- 
| plains in the preface “. . . many 
| good entries could not be con- 
sidered, firstly because the space 
javailable was limited, and 
_ secondly because within the 
| various groups of subjects there 

| were many entries, all of the same 
high standard.” 


Fashion themes 


He then goes on to remark: 
“It seems almost as if certain sub- 
jects become fashionable from one 

|year to the next, for instance 
abstractive snowsca on which 
one black line or a single bare tree 
appeared against a pure white 
background, or the studies of 
'gnarled, rent“ tree stumps—on 
| which subject we received a large 
pile of pictures all well worth 
exhibiting. 

“However, the number of good 
pictures submitted, for example, 
}in the field of vivid real-life re- 
porting was as limited as the 
|choice of excellent achievements 
in other fields was great (the 
cheap, sensational reports of the 
illustrated papers can scarcely be 
given serious consideration here). 
There is still much work to be 
done in this field.” 


MISCELLANEOUS 


choose 


artists’ 
brushes 


Ask your dealer for VINCI brushes or 
write now to: 

L. P. Brush Co. Led., 
5! St. Stephen's Gdns., London, W.2 


SHOWCARDS 


VINCI 


PLASTIC 
DISPLAY 
UNITS 


26 CHARING CROSS ROAD, 
LONDON. W.C.2 
TEM 0396 
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THIS WAS A CARLTON PHOTOGRAPH 


NATIONAL PRESS ADVERTISEMENT 


AGENCY: W.S. Crawford Ltd. 
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THE GRAPHIC ARTS 


survey 


Print library to 
be re-housed 


As part of the St. Bride 
Foundation’s plan for the re- 
integration and better housing of 
its major library services, the 
well-known St. Bride Library 
of Printing is to be moved to a 
new home at 12 Bride Lane, 
London, E.C.4. This will be made 
possible by the closing down on 
June 29 of a small lending library 
occupying these premises. 

In making the announcement 
of the closing down of the general 
library, the governors of St. 
Bride Foundation  simultane- 
ously stated plans for the moving 
of the Library of Printing into 
the premises. 

Visitors, they say, will no 
longer have to climb several 
flights of stairs and traverse long 
corridors. The collection, which 
now numbers over 30,000 books 
and many other items, will for 
the first time in 60 years be so 
housed as to be easily accessible, 
directly integrated with its sister 
reference library, and properly 
equipped for expansion. 


New silk screen 


association 


A crowded meeting at the 
Institute of Contemporary Arts, 
Dover Street, took the first steps 
last Friday in forming a new 
society for those interested in silk 
screen printing as a “creative 
medium of graphic expression.” 
A motion was finally agreed that 
the society should be formed for 
“persons engaged in the creative 
side of silk screen printing.” An 
organising committee was elected, 
but no name was agreed on for 
the organisation. 


Monotype machines 
on show in Paris 


The Monotype Corporation 
Ltd. will be showing a wide 
range of their machines at the 


Paris Exhibition on the stand 
of their associated company, 
S.A. Monotype Paris. And for 


the first time since their recently 
formed association with Pictorial 
Machinery Ltd., the two com- 
panies will be exhibiting together 
on the same stand. 

Monotype type composing 
and casting machines on display 
will include two standard key- 
boards; two composition casters 
(one of them equipped with the 
reverse delivery attachment for 
composition in Arabic, and with 
display type and lead and rule 
attachments) and two super 
casters. Visitors will also be able 
to see a range of other Monotype 
equipment. 


C. W. G. Paulson, sales director of 
the Monotype Corporation, offi- 
cially opens the new premises of 
the Monotype School at 19 Cur- 
sitor Street, London, E.C.A. 

He told a large gathering of repre- 
sentatives of the printing~ and 
allied trades last week that it was 
a “great day” for the Monotype 
Corporation as it was exactly 15 
years to the day that the old 
Monotype School had _ been 
destroyed by enemy action. The 
Corporation has had a school for 
over 40 years. 

He paid tribute to three former 
heads of the school who had 
“done so much for our great 
printing industry.” They were 
J. Worth, W. gg and W. 
Sterling, all three of whom are 
now retired. He also welcomed 
P. H. C. Humby, the new princi- 
pal of the school, who before his 
appointment was an instructor. 
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Print dispute is settled 


The main issues of the dispute 
in the industry were 
finally settled last Friday when 
the four craft unions—the LTS, 
ASLP, TA and ACP—after bal- 
loting their members, notified the 
British Federation of Master 


Newspaper Society that the new 
proposals had been accepted by 
all four unions. 

The employers had agreed that, 


members to pay the increased 
rates with effect from April 20. 
Further negotiations will be 


carried on to resolve the question 
of an appropriate craft and non- 
craft differential on the lines of 
the two-tier structure recom- 
mended by the Court of Inquiry 
on the London dispute. 

* 


* * 

Last week it was announced by 
the National Society of Operative 
Printers and Assistants and the 
National Union of Printing, 
Bookbinding and Paper Workers, 
that the two unions were to be 


Canadians want 
£180,000 drive 


The president of the Canadian 
Daily Newspaper Publishers’ 
Association, John Bassett, of 
Toronto, said in London that his 
organisation hoped to interest the 
British Government in undertak- 
ing an advertising campaign in 
Canadian newspapers. 

It would mean _ spending 
£180,000 during the last six 
months of 1956 to persuade 
Canadians to buy more British 
consumer goods. 

Mr. Bassett will be placing his 
plan before various officials at 
the Board of Trade. He expects 
to have discussions at Ministerial 
level and hopes to see Sir 
Anthony Eden. 


Shell journal wins BAIE trophy 


Shell-Mex and BP Ltd’s Shell- 
BP News won the Industrial 
Editors’ Trophy for the best 
house journal of the year in this 
year's British Association of 
Industrial Editors’ competition. 
The trophy was given to the 
BAIE by the Monotype Corpora- 
tion Ltd. 


Results of the competition 
were announced on the final day 
of the BAIE convention at 
Cheltenham on Saturday. Other 
awards were : 


Class A (31 entries): Award of 
Excellence: Ingot (Richard Thomas 
and Baldwins Ltd.). Certificates of 
Merit: Celanese Magazine (British 
Celanese Ltd.), Good Company 
(Comino Group of Companies), The 
Shell Magazine (Royal Dutch/ Shell 
Group of Oil Companies), Wall's 
Magazine (T. Wall & Sons Ltd.), 
The News-Reel (J. & P. Coats Ltd.), 
ROC (Reckitt and Colman Ltd.). 


Class B (30 entries): Award: The 
Composing Stick (James Upton 
Ltd.). Certificates: The Compleat 
Imbiber (W. & A. Gilbey Ltd.), Oil 
(Manchester Oil Refinery Group of 
Companies), The Leyland Journal 
(Leyland Motors Ltd.), Motoring 
(Nuffield Organisation), Perkins 
News (FP. Perkins Ltd.), The Galleon 
(John Kidd & Co., Ltd.). 

Class C (65 entries): Award: 
Shell-BP News (Shell-Mex & BP 
Ltd.). Certificates: 233 (W. S. Craw- 


ford Ltd.), Indoors (Trust Houses 
Ltd.), Teamwork (Nuffield Organi- 
sation), Marconi Companies and 
Their People (Marconi’s Wireless 
Telegraph Co. Lid.), Naafi News 
(Navy, Army and Air Force Insti- 
tutes), Seaboard (South Eastern 
Electricity Board), News Letter 
(Wightman & Co., Ltd.), TR Journal 
(Telephone Rentals Ltd.), Viyella 
Standard (William Hollins & Co., 
Ltd.), The Westminster (Westminster 
Bank Ltd.), Minlabour (Ministry of 
Labour and National Service), 
Ofrex Group News and Views 
(Ofrex Group), Bristol Review 
(Bristol Aeroplane Co. _ Lid.), 
Research Review (General Electric 
Co. Ltd. Research Laboratories), 
Sparks (Marks & Spencer Ltd.). 

Class D (10 entries): Award: 
Esso Farmer (Esso Petroleum Co. 
Lid.) Certificates: Dealers Digest 
(Shell-Mex & BP Ltd.), De Havil- 
land Gazette (De Havilland Hold- 
ings Ltd.). 

Class E (23 entries): Awards: 
Linotype Matrix (Linotype & 
Machinery Ltd.), London Shell 
(Shell Petroleum Co. Ltd.). Certifi- 
cates: Naafi Review (Navy, Army 
and Air ay Mh ay oy - = 
Michael News (Marks & pen 
. Bata Record (British Bata 
Shoe Co. Ltd.). 

F (one 
Newsletter (Bristol 
Co.). ane 

full report of the convention 
. appear next week.) 


Waterworks 


entry): Award: ° 


At the top table at a recent 
dinner of the Advertising Crea- 
tive Circle, at which the guest 
speaker was Sir David Eccles, 
were (left to right): Sir David, 
George Plante, president of the 
Advertising Creative Circle; Lady 
Eccles; lan Harvey, MP; Percy 
Jackson; and Mrs. Cecil Notley. 


New sign scheme 
by Franco 


To enable manufacturers to 
obtain maximum dealer cover- 
age at a low cost, Franco Signs 
have introduced a new dealer aid 
scheme. 

Under the scheme, advertisers 
hire their illuminated point-of- 
sale signs, and Franco will instal! 
them with specified dealers. At 
regular intervals afterwards the 
signs are transferred to other 
dealers by Franco. 

“In this way, 20 signs trans- 
ferred every quarter would cover 
240 dealers in three years,” says 
a Franco spokesman. 

_ Franco also maintain the signs 
in working-order during the time 
they are in circulation. 


SDMAA date 
The annual general meeting of 
the Society of Diploma Members 
of the Advertising Association at 
Church House and the dinner at 
the House of Commons Restaur- 


ant have been provisionally 
for October 19. 


ae | ee ee 2) oe a St Maal - . aie 2 
as = ee 
—a weekly news BE 
. a > 
[ese 2 § 
‘4 As 4 
¢ Pe eh Printers, the London Master 
F ee pd iq Mie Printers’ Association and _ the 
a ae iis provided they were notified not merged. Proposed title for the 
~~ later than last Friday that the new organisation is the National 
ae yet Pe agreements had been ratified, Union of Printing and Allied 
(2) ane ty a they would recommend their Trades Workers. 
ao) _ It is understood that other 
ay ae unions have been approached 
eS Se with a view to joining NUPATW. 
§ F 888888 
| Sal ee 
oe Po ae 
Beeai'y ol > Os 
a ie 
me! _ <<" 
s, Pe 
' Pe ee se ee 
a 
: 
a 
: a 
{ 
« 
' 
Oe a 0 ed am 7 


ADVERTISER'S WEEKLY 


New officers 
for Newspaper 
Society 


At the annual meeting of the 
Newspaper Society, held in London 
on Wednesday morning, J. Gwyndaf 
Jones (Chester Chronicle) was 
elected president for the year 1956- 
57, succeeding Malcolm Graham 
(Wolverhampton Express and Star). 
C. T. Barton (Leicester Mercury) 
was elected senior vice-president, 
and D. C. Ward (Birmingham News 
Series) junior vice - president. 
Honorary treasurer elected for the 
ensuing year is Eric M. Clayson 
(Birmingham Post and Mail Ltd.). 
W. Geoffrey Smith (Evesham Jour- 
nal) was elected an honorary vice- 
president. (See page 86.) 

x * 

Mrs. Catherine Conner has joined 
Roger Pryer Creative Advertising 
Ltd., as a senior account executive. 
Mrs. Conner, recently an account 
executive with Scott-Turner and 
Associates Ltd., was formerly adver- 
tising manager and PRO for Selby 
Shoes Ltd., and I. Miller Shoes 
Lid. Previously Mrs. Conner had 
been advertising copy manager of 
Bentalls of Kingston. Mrs. 
Antoinette Dalgety has also joined 
Roger Pryer as an account execu- 
tive. 


| News About | Ab ,, = 


R. V. Vaughan, formerly with the 
publicity departments of Davey. 
Paxman & Co., Ltd., and Woods of 
Colchester Ltd., has joined Webster 
Ridgway & Partners Ltd., as pro- 
duction manager. 

*x *x 

Phillip Boydell, art director of 
the London Press Exchange Lid., 
who has been on a three months’ 
visit to Intam South Africa (Pty), 
Ltd., has sailed from Durban, and 
will be back in London on May 28. 

- - 

Miss Lullan Boston has joined 
Press & Public Relations Ltd. as 
senior account executive on the 
women’s side of the company’s 
business. Under her previous name 
of Sands she has handled such 
varied accounts as a zoo and manu- 
facturers of saucepans and wigs. 
Miss Boston is Swedish born. 

* * * 

Peter J. Townsend, formerly space 
buyer with Bemrose Advertising 
Ltd., is joining the production de- 
partment of Pagan Smith Adver- 
tising Ltd., of Liverpool. 

*x *x * 

Mark G who has been 
scripting the “Kennedys of Castle- 
rosse” serial for the Fry-Cadbury 
show (O’Kennedy-Brindley Ltd.) on 
Radio Eireann, is leaving for Spain. 
Scripting is being taken over by 
Joe Dillon, who has already con- 
tributed a number of features and 
plays to Irish radio. 
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73 GROSVENOR STREET, 
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Telephone : 
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(3 lines) 
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LIMITED 
Directors: GRAHAM ROE, DEREK J. ROE 


MANCHESTER 


20 ST. ANN’S SQUARE, -- 
MANCHESTER, 2 
Telephone : 

BLAckfriars 9786 

(4 lines) 


May 18, 


1956 


Celebrating their triple success in the 1956 Layton Awards, the directors 
of Dolan Davis Whitcombe and Stewart Ltd. at the party they gave at 


the Savoy for the agency's senior staff and wives. L. 


to r. are Sydney 


Whitcombe, Patrick Dolan, Noel Newsome, Dennis Caton and Kenneth 
Martin. Terry Childs is in the background. 


Mander presents gift 


to Arthur Sims 


Stuart Mander, director of George 
Newnes Ltd., presented Arthur Sims 
with a cine camera and projector 
on behalf of the advertisement 
department staff. Mr. Sims, who 
was assistant advertisement director, 
retired recently after 51 years with 
the company. 

* * - 

B. R. Ratcliffe, advertising direc- 
tor of Lever Brothers (Malaya) Ltd.. 
has been appointed president of the 
Malayan Advertisers’ Association. 
Mr. Ratcliffe was with Unilever 
Export Ltd. before going overseas. 

i se. & 

Following the appointment of 
Robert D. White as publicity officer 
to the Leather Institute, J. Morris, 
formerly with the Daily Mail, has 
heen appointed to take charge of 
the Scottish office of Public Rela- 
tions Associates Ltd. in Glasgow. 
To assist him in handling the ex- 
panding public relations work of 
the firm in Scotland R. Victor Mac- 
taggart has joined the firm. 


* * * 

David Pritchard, formerly with 
Osborne-Peacock Ltd. and Charles 
Barker & Son Ltd., has joined one 
of the group production departments 
of Roles & Parker Ltd. 

. * . 

R. B. F. Muir has been elected 
next year’s president of Hull branch 
of the Incorporated Sales Managers’ 
Association. New chairman is E. P. 
Sharp. Other officers appointed 
at the annual meeting were vice- 
chairmen W. M. M. McNicol, L. F. 
Larkin and T. W. Kirtley; secre- 
tary J. C. Ward; and treasurer 
B. S. R. Rambaut. 

7 + * 

T. Campbell Northcroft, man- 
aging director of T. C. Northcroft 
(Pty.) Lid., a South African adver- 
using agency in Johannesburg, is 
staying in London on a _ ten-day 
business visit. 

* * * 

H. de G. Warter has been ap- 
pointed public relations officer to 
the Regent Oil Company Ltd.—a 
new appointment in the company. 
He has been with Regent since the 
company was formed in 1948, and 
has held appointments in the 
advertising, sales promotion, and 
general sales departments. 

Mrs. V. G. Elelman has been 
appointed assistant to the public 
relations officer and also editor of 
the Regent Journal. Mrs. Elelman 
has been with the Company since 
1949 and has recently been assistant 
to the press officer. 


After 12 years as managing dircc- 
tor of Tampax Ltd., Ernest F. Budd 
has joined the board of C. J. Lytle 
(Advertising) Ltd. A former 
director of McCann-Erickson Litd., 
and Service Advertising Ltd., Mr. 
Budd has had 21 years’ advertising 
agency experience, 

* 7 * 

Brian K. Concannon, who has 
been an account executive with 
G. S. Gerrard Ltd. for the past 
18 months, is leaving to become 
an account executive for the Nielsen 
Television Index. After a period 
of two to three months at the 
Oxford headquarters of the A.C. 
Nielsen Co., he will operate from 
the new London office, to be 
opened by Nielsen's in the near 
future. 

* * 

Henry S. Tibbles, advertisement 

manager of the Scottish Electrical 


Engineer and sales manager of 
M’Naughtan & Sinclair Lid. 
printers, Glasgow, has been ap- 


pointed to the board of directors. 
* * [ 


John Gloag, a director of F. C. 
Pritchard, Wood & Partners Ltd.. 
has left by air for New York. Dur- 
ing his stay in North America he 
will be visiting Toronto, Pittsburgh. 
Toledo and Chicago. He is due to 
land back at London Airport on 
June 4. 


* * * 
The Institute of Packaging at its 
annual meeting elected James 


Morris as chairman for the forth- 
coming year, with John Castle as 
vice-chairman. Mr. Morris is man- 
ager of the Adhesives Division of 
Samuel Jones & Company Lid. 
Mr. Castle is with Eburite Corru- 
gated Containers Ltd. and is 
manager of sales development. 
* * * 


OBITUARY 
R. Cruikshank 


Robin Cruikshank, former editor 
of the News Chronicle and a direc- 
tor of the Daily News Ltd., died 
on Monday at the age of 58. 

He was the News Chronicle's 
correspondent in the United States 
from 1928 until 1936, editor of the 
Star from 1936 until 1941, and 
editor of the News Chronicle from 
1948 until 1954. 

During the war he became direc- 
tor of the American division of the 
Ministry of Information and then 
deputy director-general of the 
British Information Services in the 
United States. 

He leaves a 
daughters. 


widow and two 
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~ PHOTOPLAY - 


The World’s Top Film Magazine 


1/3 MONTHLY 


NET SALES (ABC) 


JULY — DECEMBER [955 


252,005 


§ per page 


—ONLY 12/3d PER PAGE PER THOUSAND! 


A. H. McISAAC * ADVERTISEMENT DIRECTOR 
%* ARGUS PRESS LTD. * 8/10 TEMPLE AVENUE * LONDON EC4 ° FLE 3514 
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£350 a page 


‘Radio Times’ 
EAST KILBRIDE MACHINE READY 


Between the end of August and the early months of 1957, 
the Scottish edition of the Radio Times will carry up to four 
pages.of additional advertisements which will face editorial 
features with a particular interest for Scotland. 


In a letter sent to advertising 
agents on Wednesday, Tom 
Henn, head of the BBC advertise- 
ment department, explains that 
this will be possible because at 
the subsidiary printing works now 
being built at East Kilbride — 
which, when in full operation, 
will enable a small increase to be 
made in the size of the Radio 
Times—the first of the three 
machines is now being installed. 


Increased size 


It will be available for produc- 
tion from the last week of 
August. Between this period and 
the early months of 1957, it will 
be possible to increase the size 
of the Scottish edition beyond 52 
pages. 

The rates, based on a Scottish 
sale of more than 620,000, will 
be: £160 for a half-page and pro 
rata for quarters, eights, and six- 
teenths; and £350 for a whole 
Page. 


HELEN JARDINE ARTISTS LIMITED 


MINERVA HOUSE. 35 WELLINGTON ST., LONDON. W.C.2. TEM. 6720 


| Poster eides ‘at 
St. Paul’s 


The National Outdoor Adver- 
tising Awards were presented at 
a luncheon at the Waldorf Hotel 
on Monday by Sir William Hol- 
ford, professor of Town Planning 
at University College, London, 
who remarked that he had been 
a severe critic of advertising—but 
had never been an opponent of 
it. “I have made provision for 
permanent advertising sites in my 
plan for St. Paul’s,” he said. 

The winning posters were pro- 
jected on a screen in the luncheon 
room and were also put on view 
at the site of the old Selfridges’ 
building in Wigmore Street on 
the same day. The site is a 
Borough Billposting position. The 
awards were sponsored by 
World's Press News. 


- 
LESLIE 
FIELDING 


. whose work is representative 
of our group of enthusiastic young | 


‘Artists in style’ 


This new Murraymint point-of-sale 
display, for use on a counter or in 
window displays, has been distri- 
buted to retailers. The design of 
this three-dimensional display is the 
same as that used in recent Murray- 
mint posters and it will make a 
direct link with the new Murraymint 
TV commercial spot, to be televised 
from London on Sunday. 


Sarrut link-up 


Dimitri de 
André Sarrut, 


Grunwald and 
the Anglo-French 


_ advertising film producers, have 


to 
Studios Ltd., 
| §.E.16. 


| managing director 


| 


| 


| company, 


signed an agreement with Cinema 
et Publicite, the French screen 
contractors and live-action pro- 
ducers. Under this Sarrut’s Paris 
La Comete, will have 
exclusive use of Cinema et Pub- 
licite’s services and facilities for 
the production of live-action 
advertising films for the UK and 
de Grunwald’s London company, 
Screenspace, will become their 
exclusive _ in Great Britain. 


Odhams profit drops 


The board of Odhams Press 
Ltd. has recommended a final 
dividend of 124 per cent, making 
174 per cent for 1955 on capital 
of £2,820,000 as increased by one- 
for-three scrip issue from 


| £2,115,000. 


Last year’s final of 15 per cent 
made a total of 174 per cent on 
the smaller capital. 

Group untaxed profits 
£2,502,903 as 
£2,541,117. 


are 
compared with 


Film studios move 


Martin Films Ltd. have moved 

the studios of Rotherhithe 
in Neptune Street, 
This follows the 
appointment of John Martin as 
of Rother- 
hithe Studios Ltd. 


C pumtermeeen’ price up 


From The Countryman's 
summer number the price will be 
increased to 3s. from 2s. 6d. 


May 18, 1956 


for Scottish ads Keymer staff in 


new agency 


Some of the executives and 
staff of D. J. Keymer & Co., Ltd., 
Calcutta, which closed down on 
March 31, have formed a new 
company, known as Clarion 
Advertising Services Private Ltd. 
It has the support of the Central 
and State Governments. 

Some of Keymer’s former 
clients have transferred their busi- 
ness to the new company, which 
is now operating from the 
premises previously occupied by 
Keymer's. 

A reciprocal service agreement 
has been arranged by Clarion 
Advertising Services Privgte Ltd. 
with Keymer’s branches in Bom- 
bay and Madras. 


TAM ‘open forum’ on 


TV research 


More than 50 representatives 
of leading advertisers, adver- 
tising agencies, programme con- 
tractors and programme pro- 
ducers were present at an “Open 
Forum” arranged by Television 
Audience Measurement Ltd. at 
the Trocadero Restaurant, Lon- 
don, on Monday. 

The purpose of the forum was 
to discuss how TAM obtains its 
audience data and to outline the 
ways in which the most effective 
use can be made of this informa- 
tion. Speakers were Douglas 
Brown, technical director, and 
Martin Maddan, MP, a director. 
The forum was followed by 
lunch. Further meetings of this 
type have been arranged for next 
Wednesday and May 28 28. 


TV profit ‘in sight’ 


The profitability of commer- 
cial TV is “within sight,” says an 
article in the current issue of 
The Economist. “The extra- 
ordinary and continuing rate of 
growth of the TV audience and 
the economies to be secured by 
each contractor taking relays of 
the others’ programmes, seems to 
assure it,” it adds. 


J. A. Porteous 


John Alexander Porteous, for- 
merly managing director of 
Charles F. Higham Ltd., who 
died in January, left £5,811 6s. 3d. 
net. 


Ad Man’s 
Di 


Wednesday, May 23. 

PUBLICITY CLUB OF HULL meeting. 
G. A. Cooper on “Commercial 
Television."" Royal Station Hotel, 
Hull. 5.45 p.m. 

SDMAA monthly: meeting. Brian 
MacCabe on “How to ( 
succeed in Advertising.” t 
Advertising Club. 6.30 p.m. 
PUBLICITY CLUB OF LEICESTER annual 
public speaking competition. Bell 
Hotel. 6.15 p.m. 
Friday, May 25. 
PUBLICITY CLUB OF LEICESTER ann’ 
general meeting. Bell Hotel. ane 3 30 
p.m 

REGENT ADVERTISING CLUB celebrity 
night. 7 p.m. 
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The Personal Gift 


FOR EFFECTIVE AND LASTING 
GOODWILL ADVERTISING 


SUPER SHARP 


STAINLESS STEEL PEN KNIVES 


suitable occasions, help 
to cement valuable 
Y & lasting friend- 
ships. As personal 
gifts they are an 
economical and effective 
means of main- 
taining contact. 
Distributed through 
all the leading 
advertising novelty 


specialists, consult them 
for details. 


STEPHENSON & WILSON 
Louvic Works, Garden Street, 
Sheffield |, England 
SPECIALISTS IN PEN KNIVES 
FOR GOODWILL ADVERTISING 


| W.L.O. OFFICES, 16 QUEEN CAROLINE ST., HAMMERSMITH BROADWAY, W.6 


When you realise that the West London Observer covers 
an area stretching from Paddington to Putney, from St. 
Marylebone to Southall... well, you can see that it’s 
too large a world to neglect ! 

The West London Observer is one of the most widely 
read and trusted of London’s weekly newspapers. Over 
21,000 people read its lively news pages and features, 
and take a keen interest in its advertisements. Your 
advertisement will be noticed, read and seriously con- 


sidered. Make sure the West London Observer is on 
your list. 


West Dondon Observer 


BARNES * MORTLAKE «© KENSINGTON ~- PUTNEY 
RICHMOND * SHEPHERDS BUSH © FULHAM * NOTTING HILL 
ACTON © PADDINGTON ~ HAMMERSMITH * SOUTHALL 
ST. MARYLEBONE ~- HARLESDEN * HANWELL * CHISWICK 
HOUNSLOW ~ BAYSWATER © BRENTFORD ~* EAST SHEEN 
WEST KENSINGTON : KNIGHTSBRIDGE : KEW 


Send for rate card and voucher to: 


Telephone: RiVerside 8146|7/8 
ABC CIRCULATION FIGURE 21,086 July—Dec. 1955 


Copywriters 


particularly those experienced 


in Mail Order and Proprietary 


Medicines copy urgently required 


or rapidly expanding agency. 


Write, telephone or call, 
with full details of career to: 


Wilson ADVERTISING LIMITED, 


ll, PETER ST., MANCHESTER, 2. 
Telephone : BLAckfriars 4446. 


F 


A £15,000,000 MARKET! 


Nearly every Cinema Proprietor and Manager reads The 
Cinematograph Exhibitors Association’s fortnightly FILM 
REPORT. Copies are sent to the 4,343 members who are 
Executives of 97% of all Cinemas in Great Britain, who 
study it thoroughly and depend upon The FILM 
REPORT'S assessment before booking films for exhibition 
in the Cinemas under their control. 

Remembering that annual attendances at Cinemas total 
1,275,000,000, that the average expenditure on confec- 
tionery, cigarettes, soft drinks and similar products is 3d. 
per attendance—a promising £15,000,000 market is open 
to FILM REPORT advertisers. 


The FILM REPORT, the Cinema Managements’ OWN 
publication, is now available to advertisers. Here is a new 
and highly profitable media for firms already supplying 
Cinemas and for others who seek entry into this enormously 
remunerative field. The FILM REPORT is also a good 
media for advertising Furniture and Equipment, Soaps 
and Cleansers for Cinemas. 


Write NOW for specimen copy and rate card to 
the advertisement representatives, 
WILLIAM SAMUEL & CO. (LONDON) LTD., 
17 Philpot Lane, E.C.3. Tel. Mansion House 0428/9. 
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Accounts 


L. HARRIS (HARELLA) LTD., 
manufacturers of women’s coats 
and suits, for Dorland Advertising 
Lid. Campaign soon in national 
press, women’s magazines, etc. 
‘HILTON ELECTRIC PRO- 
DUCTS LTD. (domestic appli- 
ances division—electric razors and 
domestic appliances) for Napper, 
Stinton, Woolley Ltd. 

N.L. COWLING (CHARLTON) 
LTD., for Parthenon Publicity. 
GENERAL BINDING CO., LTD., 
manufacturers of plastic binding 
machinery, for Marshall Hardy 


Ltd. 
Campaigns 


GEORGE MACLELLAN & CO. 
LTD., using Reader’s Digest, Men 
Only, Scottish Field, motoring 
journals, trade press, camping and 
mountaineering publications and 
point-of-sale aids for Sea-Esta 
airbed. (Sommerville & Milne 
Lid., Glasgow.) 

PAL RAZORS & BLADES, using 
national dailies and Sundays, 
selected magazines and _ trade 
press. (Mather & Crowther Ltd.) 

GOLDEN LTD., using national 
dailies, Woman, Woman's Own 
and trade press for new half-size 
pack of Tress wave set. (A. S. 
Dixon Ltd.) 

CANTRELL & COCHRANE LTD., 


7 


using local press advertising in 
London suburbs tying in with 
window displays in stores for 


minerals and fruit drinks. (Adver- 


tising placed direct.) 


ROOTES GROUP, using national 
papers, magazines, commercial 
TV, and overseas magazines, par- 
ticularly in America, for new Hill- 
man Minx. (Basil Butler Co. 
Ltd.) 


CLIFFORD CULTIVATORS 
LTD., using Daily Mail, Sunday 
Times, Birmingham Post, Man- 
chester Guardian, Scotsman, and 
other provincial papers and trade 
magazines. (Murray-Watson Ltd.) 

EDWARD SHARP & SONS LTD.., 
using national Sundays, national 
magazines and women’s journals, 
Radio Times and commercial TV 
for Kreemy Fruits. (Smiths’ 
Advertising Agency Ltd.) 

AUSTIN MOTOR CO. LTD., using 
national dailies, Sundays, selected 
provincials this week for launch- 
ing campaign and London even- 
ings for new A105. (Colman, 
Prentis & Varley Ltd.) 

COLGATE -PALMOLIVE' LTD., 
using all commercial TV trans- 
mitters for Palmolive soap and 
Colgate dental cream. (Masius 
& Fergusson Ltd.) 

MARLSBRO (GARMENTS) LTD., 
using Daily Express, Radio Times, 
John Bull, Picture Post, and trade 


press for weathercoats. (Elliott 
Advertising Lid.) 
ROSE’S LIME JUICE, using 


national press, posters and trade 
press. (J. Walter Thompson Co.. 
Ltd.) 

H. J. HEINZ CO. LTD., using 
national dailies, trade press and 
commercial TV for Heinz 
National Tomato Ketchup Week. 
(Young & Rubicam Ltd.) 


ERWIN 


AN IDEAS 


and ability. 


career, to : 


WASEY 


TELEVISION DEPARTMENT 
is looking for 


A SCRIPTWRITER 


with experience in writing television 
commercials. 
practical background of film production 
an advantage. 


Knowledge and 


MAN 


with experience in cartoon techniques. 
He should be able to write and 
“rough-illustrate” storyboards, and to 
supervise production of live action 

and cartoon television commercials and 
cinema advertising films. 


These important appointments will be well 
remunerated in accordance with experience 


Please write in confidence, with outline of 


K. K. Rick, Erwin Wasey & Co. Ltd., 
Brook House, Park Lane, W.1. 


Directors of Armstrong-Warden 


A. F. Wybrow, Lt. Col. H. W. S. 


Lid. 


Venn, 
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conference room. 
Standing (|. to r.) are John Hewson, Col. George eee E. Ward Burton, 


in their new 


and E. N. Burleton. Seated: 


J.M. Vare oe, Miss Sylvia Weinberg. and William T. Moss. 


GRAHAM WARNS: 
‘MORE PAPERS 
MAY CLOSE’ 


At the annual meeting of the 
Newspaper Society in London on 
Wednesday morning, the retiring 
president, Malcolm Graham, re- 
viewed the past year. 

During the year, he said, infla- 
tion had driven up costs alarm- 
ingly. 

Already some newspapers had 
closed down, and it was feared 
that in the next 12 months more 
would follow. 

“Your representatives in the 
recent wages negotiations were 
fully aware of this, and took 
every Opportunity of impressing 
on the trade unions the serious 
repercussions which their wage 
demands would have on the al- 
ready financially weak mnews- 
papers.” 

On newsprint, he said that the 
“chaotic” conditions which had 
been threatened if the Govern- 
ment carried out their intention 
of releasing control of newsprint 
last March had been avoided. 


* Extortionate ’ price 

“We have until the end of this 
year to work out a scheme for 
voluntary control, and if we are 
not successful it will be a shock- 
ing indictment of an industry 
which is always preaching free- 
dom from control.” 

“The Society is prepared to do 
its part in trying to evolve a 
workable scheme, but in order to 
have a proper opportunity of 
doing so, it needs to have more 
of its members on the board of 
the Newsprint Supply Co.” 

He hoped that estimates that by 
the end of 1958 supplies of news- 
print would have improved suffi- 
ciently to allow the Newsprint 
Supply Co. as it now existed to 
cease operating without endan- 
gering supplies to any mnews- 
papers would be true. It was 
also to be hoped that members 
would be able to deal direct 
with the mills—“and make pur- 


chases well below the extortion- 
ate price we 
today.” 


are being charged 


New engraving 
processes 


A plea for imagination in the 
use of new production tech- 
niques was made by A. N. 
Hunter, president of the Federa- 
tion of Master Process Engravers, 
in his presidential address to the 
annual meeting of the Federation 
at Eastbourne. 

“I want this Federation to be 
really alive to the possibilities of 
this new age,” he said. 

“We are at the beginning of an 
industrial revolution. Whether 
that revolution will prove of ad- 
vantage depends on the thoughts 
and actions of each one of us 


personally, employers and 
employees alike. 
“We must have the imagina- 


tion to use the new techniques 
wisely. Failure to _ establish 
human relationships in line with 
scientific progress can produce 
dire results.” 

Mr. Hunter was re-elected 
president for a third year at the 
meeting. D. J. M. Lowe was re- 
elected vice-president, and L. 
Dearden, honorary treasurer. 

Lt. Col. Alan M. Wilkinson, 
president of the Institute of Prac- 
titioners in Advertising, spoke at 
the inaugural banquet. He said 
that he was convinced that we in 
this country could follow 
America’s example in using ad- 
vertising to solve some of the 
economic, social and national 
problems which were common to 
both countries. 

(Full report next week.) 


‘Test it in Belgium’ 


The value c” Belgium as a 
testing ground ‘o help get a pro- 
duct ready and the fact that the 
Belgium market was the stepping 
stone to the whole European 
market, were stressed by F. Mey- 
vaert, new president of the 11th 
International Fair of Ghent, 
Belgium, when he addressed a 
press conference at the Belgium 
Club last week. The fair is to 
be held from September 8 to 28. 
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CLASSIFIED ADVERTISEMENTS APPOINTMENTS VACANT 


RATES: APPOINTMENTS VACANT, 4s. per line, 45s. per dispiny panel 


ASSISTANT _| | stsiscstions, 64. per lins, Sts. per dpny pane! inch.” Minima iach! au oer || Up and coming agency 


en coe Gece soe ae inch ane on eins an WANTS 


SPACE BUYER | 0 Westiren tte, Few Sires London, ECA. WATerioo ‘S380 (Ex. Agger 


APPOINTMENTS VACANT LAYOUT ARTIST 
to work on large National MUST HAVE THESE QUALIFICATIONS : 


Accounts in well-known experience in designing for 


London A Atl 2-3 technical 
ar Aasaee mete poner t OUTSTAN DING VISUALISER bane. anche work 
Permanent career envisaged. 


knowledge of type 
Write wanted by modern outlook 


Box 3604 Progressive London Agency mene Sadia ad eee eae 


: to 
Advertiser's Weekly 180 Fleet St £64 This is a position which offers full scope to a man with Box 3594 


first class ability. Primarily we require a man who can Advertiser's Weekly 180 Fleet St EC4 

repare rough visualisations and layouts that are really 

SPACE SALESMEN, preferably aged P ‘ou : ure eras 

25-30 and with experience of selling good. Finished artwork is not important. bat ey fae f ae —— 

to London Ie a for tion in N.W. England. Previous ex- 
tant ovincial news- . . 2.3 . : : 

popers Wi —_— Applicants should write giving full details to perience in general office management 


and control of staff. 
3628 Ad. Weekly 180 Fleet St EC4 Box 3597 Box 3623 Ad. Weekly 180 Fleet St EC4 


Advertiser’s Weekly 180 Fleet St EC4 


saat one DESIGNER/ARTIST Progressive firm ADVERTISING OFFICE. Opportunity Advertisement 


of display manufacturers require an for young boy or girl without experi- a 
addition to their studio in the London ence to learn advertising work x00d R 

REQUIRED area. He would be primarily an ‘‘Ideas opportunities for promotion for in- ep esentative 

Q ll = a equates approach to all telligent person. G.C.E. ordinary level 
° 7 orms 0 point-of-sale advertising an advantage, but otherwise suitable bitch — 
& leading con Advertising fang ial. Finished artwork desirable, applicant would be considered. The Large p —— lavices 
= an opening for “7 - 1° is but not essential. Present staff are company works a 5-day week and applications for post of Advertisement 
be St ne we ‘tin chats ot aware of this vacancy. Write in con- there is a canteen on the premises. Representative on leading motor trade 
SFOUD CF ACCOUNTS InclucIng two nations fidence, giving full details, to Applications with full details to 


advertisers. This is a progressive posi- : . . journal, based on Manchester. This is 
tion which provides excellent oppor- Box 3634 Ad. Weekly 180 Fleet St EC4 Personne! Manager, The Vitamins 


; ; an excellent opportunity for the right 

tunities for a man with the right ability. ADVERTISEMENT REPRESENTA- Group. Upper Mall, W.6. men. A se iwing age 7! 
Applicants should be under 30, have TIVE required for London and Home | PUBLICITY ASSISTANT. Junior op oe =e “tefl = 

iency experience, and should write, Counties by old-established industrial vacancy exists in busy publicity de- details of career, will be treated in strict 

giving full details of their career, to trade magazine. Age 30-45. Excellent partment of well-known light engineer- confidence and should be sent to :-— 

Opportunities. Pension scheme. Present ing company in West London for a 

Box 3631 staff Fag of this vacancy. Write young lady wishing to make a career Box 3589 

Sean’ i in confidence stating age, experience, in advertising and associated activities. , 
Advertiser's Weekly 180 Fleet St £C4 and selaty required to ite aban denis ue Advertiser's Weekly 180 Fleet St EC4 
Box 3627. Ad. Weekly 180 Fleet St EC4 Box 3636 Ad. Weekly 180 Fleet St BC4 


WORLD-WIDE COMPANY Charles F. Higham Ltd. 


require | Marketing 
ADVERTISEMENT and Research 


MANAG ER We are expanding our activities in this field and 


require a young, live, assistant to join our 
Important world-wide company in London existing Department. 


Area supplying Motor industry, require fully The man we are looking for should have a 


experienced man to take control of their sound background knowledge of marketing 
Advertising Department. Applicant must have functions and an ability to process statistical 
good knowledge of motor industry, must be data. Some knowledge of media planning 
able to develop Public Relations campaign and would be an asset. 
to handle extensive National advertising in all 
media. Write stating age, present salary and Please reply, stating age, salary required and 
full details of experience. Every application will full details of experience gained to : 
be acknowledged and treated in complete 
confidence. Pr ~ va teense hon: 
Box 3632 Higham House, 
Advertiser’s Weekly 180 Fleet St EC4 Curzon Street, W.1. 


Phone your classifieds to WAT 3388 (Ex. 25) 
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APPOINTMENTS VACANT 


PRODUCTION 
ASSISTANT 


Young man or woman, age 22-28, 
required for Traffic. Previous agency 
experience essential. Write for inter- 
view, giving details of experience and 
salary required, to the 
Personnel Manager, 

John Haddon & Co. Ltd., 

11 Salisbury Square, E.C.4 

or phone Fleet Street 8011. 


DISPLAY VACANCIES occur at 
Garrett & Co. Ltd., Departmental 
Store, Woolwich, for Windowdressers 
with all-round experience in modern 
Display Apply Display Manager. 


(WOO!wich 0075.) 


YOUNG LADY 
required for 


SHOWCARD 
WORK 


capable of layout _ lettering 
and some illustration. Apply 


Hall Telephone Accessories Ltd. 
25, Nutford Place, London W.1. 


CLASSIFIED ADVERTISEMENTS 


client’s rough stage. 


R.C.N. 
require 
Experienced Lettering and Layout Man 


able to progress, quickly and cleanly, agency visuals to 
Ability to work in all mediums is 
essential and preference will be shown to applicants able to 
tackle finished work when required. Your present Summer 
holiday arrangements can stand. Apply :— 


Art Director, 


Rumble, Crowther & Nicholas Ltd., 
184 Strand, W.C.2. 


ASSISTANT / SECRE- 
Young lady required by 
well-known light engineering company 
in West London to act as personal 
secretary and assistant to publicity 
manager. Ability to progress publicity 
material of all kinds and production 
experience will be advantageous. Write 
giving details of salary desired to 
Box 3635 Ad. Weekly 180 Fleet St BC4 


GENERAL ARTIST, male or female, 
aged about 22/25, required for studio 
of large commercial organisation hand- 
ling a variety of consumer products. 
Work covers point-of-sale, leaflets, 
packaging and display Ability to 
carry job through to finished art stage 
essential. Write, giving age and details 


PUBLICITY 
TARY 


of experience, to 
Box 3643 Ad. Weekly 180 Fleet St EBC4 


PARKE, DAVIS & COMPANY, 
LIMITED, invite applications for the 
position of Production Assistant in 
their Advertising and Promotion De- 
partment to handle the production of 
catalogues, leaflets and periodical 
publications for home and _ export 
markets. Some knowledge of design, 
briefing for art work, ordering of 
blocks and buying of print essential. 
5-day week. Generous pension plan 
Staff restaurant. Write with full details 
of age and experience to Personnel 
Manager, Parke, Davis & Company, 
Limited, Staines Road, Hounslow, 
Middlesex. 


STORE ADVERTISING MANAGER 


required. Progressive position for 
energetic man with some experience 
of retail advertising. Full details to 
Box 3637 Ad. Weekly 180 Fleet St BC4 


ADVERTISER'S WEEKLY 


APPOINTMENTS VACANT 


ARMSTRONG-WARDEN 
require a 


PRODUCTION 
ASSISTANT 


Agency experience essential. 
Aged 22-26. Holidays arranged. 
5-day week. 
The Secretary, 
Armstrong-Warden Ltd., 
63, New Oxford Street, W.C.1. 


GRAMOPHONE RECORD COMPANY 


requires Secretary Shorthand-Typist 


for Advertising/Publicity department, 
also Shorthand-Typist for Sales de- 
artment. 

x 3592 Ad. Weekly 180 Pieet St BC4 


FIRST CLASS 
LETTERING ARTIST 


required by fast growing 
West End Agency. Quick 
worker with Agency ex- 
perience. Holiday arrange- 
ments can stand. Write 
stating experience and 
salary required to 


Box 3603 
Advertiser's Weekly 180 Fleet St EC4 


The 
chance 
to lead 

a newly- 
formed 
copy 
group 

at 


NSW 


... the chance, in fact, to guide, 
inspire and contribute personally 
to the production of campaign 
ideas and copy on some of 
Napper, Stinton, Woolley’s most 
active and interesting accounts 
—both consumer and technical. 


This is a position that could well 
constitute the next vital step for- 
ward for a copywriter/ideas man 
who is demonstrably worth more 
than the £900-£1,000 he is at 
present earning. 


If your record in advertising in- 
cludes at least four years’ recent 
experience with one or more 
top-ranking London agencies ; 
if you have a mind sponge-like 
in its power to absorb the 
technical aspects of products 
you are called upon to handle 
(particularly those in the pharma- 
ceutical field); and if you are 
aged about 30-35, we shall be in- 
terested to learn more about you. 


Written application, without 


specimens at this stage, to : The 
Copy Chief, Napper, Stinton, 
Woolley, Ltd., 15-19 Gt. Chapel 
Street, W.1. 


Traffic 
Production 


SENIOR MAN REQUIRED 


to work directly with Account Executive 
on specialised Account. Sound working 
knowledge of Production, Copy Schedules 
and Press Dates, and able to accept 
with a flair for detail. 


Holiday arrangements honoured (3 weeks). 


responsibility ; 


Write giving details of experience 


TRAFFIC MANAGER 
MATHER & CROWTHER LIMITED, LP.A. 
BRETTENHAM HOUSE, 
LANCASTER PLACE, W.C.2. 
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APPOINTMENTS VACANT 


GEE ADVERTISING 


MANCHESTER 


ACCOUNT EXECUTIVE 


Gee Advertising Limited require 


an Account Executive to join their 


rapidly expanding Manchester 


Office. He will be expected to 


take over a group of accounts and 


expand them as his own unit of 


responsibility. Previous experi- 


ence should include either agency 


or advertising department but, 


above all, he should possess a keen 


appreciation of creative advertising 


of a very high order coupled with 


sound marketing instincts. To 


such a man this position offers a 


permanent future with exception- 


ally fine prospects. 


Applications should be marked ‘Personal’ and addressed to : 


Managing Director, 


GEE ADVERTISING LTD. 


Welford Road & Carlton Street, 
Leicester. 


@ Any existing holiday arrangements will be honoured 


May 18, 1956 


CLASSIFIED ADVERTISEMENTS 


PENTAGON WANT 


e@ More Lettering Artists 


@ More Retouchers 


RING INGLES OR GLADWIN 
PENTAGON DESIGN SERVICES LTD- GER 6721 


@ Only good ones, of course. 


PACKAGING DESIGNER to work in 
senior capacity, must be capable of 
handling original creative packaging 
design work, allied to practical know- 
ledge of printing and production. No 
Saturdays Pleasant working condi- 
tions 
Box 3548 Ad. Weekly 180 Fleet St EC4 


EXPERIENCED 
ADVERTISING MAN 
Required by 
COSMETIC HOUSE 
This is not a vacancy for an Adver- 
tising Manager as such, since major 
policy decisions are made by the 
Directorate in conjunction with 
the Agency. Short of this, how- 
ever, applicants should be com- 
petent to head the internal 
advertising department, linking 
the National effort with the retail 
outlets by organising dealer co- 
Operative advertising, point-of-sale 
material, window displays, house 
journals, bulletins, etc. Write in 
first instance giving details of 
experience, age, salary required, 


etc., to 
Box 3534 
Advertiser's Weekly 180 Fleet St C4 


SALES REPRESENTATIVE with ex- 


perience of exhibition and display 
industry required for exhibition de- 
partment of John Edgington & Co 
Ltd Salary according to qualifica- 
tions. Write to Manager, Old Road. 
Lee High Road, S.E.13 


YOUNG 
TECHNICAL 
ILLUSTRATOR 


required for 
Handbook Department 
of Research Laboratory 
Good starting salary and pros- 
pects for advancement. 


Write Box 3575 
c/o 191, Gresham House, EC2 


TECHNICAL ARTIST required with 
ability to produce Layout for Advertis- 
ing Also a first-class Retoucher 
wanted. Bonus and pension schemes 
operating. Write 
Box 3525 Ad. Weekly 180 Fleet St EC4 


REPRESENTATIVE required for high- 
quality screen printing. Some con- 
nections essential. Obelisk Press & 
Signs Ltd., Myron Place, §.E.13. 


PRODUCTION ASSISTANT (lady) re- 


quired by busy West End Advertising 


Agency. Excellent opportunity for in- 
telligent, keen woman with some 
experience in an Advertisement Dept. 
Must be able to type, attend to detail 


and work to schedules for National 
accounts with minimum supervision 
Write details of experience with salary 
Box 3620 Ad. Weekly 180 Fleet St EC4 


PRODUCTION 
MAN OR WOMAN 


An excellent opportunity 
occurs in a really progressive 
and expanding agency for an 
additional Production Execu- 
tive. An ability to get work 
moving and to keep it moving 
will be the main consideration 
and applicants should be able 
to prove at least 5 years 
actual experience. 

Salary according to experience 
and ability. 


Write giving brief details to: 


General Manager, 

J. PEERS 

& ASSOCIATES’ LTD., 
Summit House, 

1 & 2 Langham Place, 
London, W.1. 


ARTIST 


required for leading Pharma- 
ceutical Company at their Head 
Office in Folkestone to assist in 
Studio on general art prepara- 
tion of packaging and display 
work. 

The successful applicant will be 
under 35 and have a good know- 
ledge of lettering and layout. 
The position, which offers con- 
siderable scope for initiative 
and advancement, is permanent 
and a non-contributive Pension 
Scheme is in operation. 
Previous applicants need not 
re-apply. 

Applicants should apply in 
writing, giving age, details of 
previous experience etc., to 
Personnel Officer, 137/139, 
Sandgate Road, Folkestone 
and quoting reference FE/A/I. 
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APPOINTMENTS VACANT 


Box 3595 
Advertiser’s Weekly 180 Fleet St EC4 


1st DIVISION LONDON AGENCY 


requires 


Experienced Typographer 


This is a post for a man accustomed to preparing mark-ups 
and adaptations for press advertising, style settings for 
both press and print, and able to cope with the pace of 
modern agency work. Salary £750 per annum. Your 
present Summer holiday arrangements can stand. Write 


REPRESENTATIVE required for lead- 
ing screen process printing house. 
Substantial basic salary and open 
accounts available. Progressive and 
lucrative position Only top grade 
men considered 

Box 3571 Ad. Weekly 180 Fleet St EC4 


FULLY EXPERIENCED PRODUC- 


TION MAN required by busy London 
Agency Must be capable of taking 
full responsibility for group of 
accounts at all stages of production. 


Write 
Box 3658 Ad. Weekly 180 Fleet St BC4 


Publicity Assistant 


required for Advertising De- 
partment of North London, 
manufacturers, age 25/30 yrs. 
Must have previous experience 
and ability to produce ideas, 
lay-outs and copy for catalogues, 
leaflets, etc. essential. Perma- 
nent, pensionable position. Five- 
day week. Please write, giving 
full details of previous experi- 
ence and salary required to 


Box 3648 
Advertiser's Weekly 180 Fleet St EC4 


A YOUNG MAN of about 25-30 is re- 
quired in the Advertisement Depart- 
ment of a leading Shipping Journal in 
London. Non-contributory pension 
scheme and attractive working condi- 
tions, As a career this post offers 
good prospects for the right applicant 
Please reply in confidence, stating 
salary required, present employment, 
etc. Write Box MA/33 c/o 95 Bishops- 
gate, E.C.2 


Versatile and accurate 
SHORTHAND TYPIST 


required by three busy people 
in a London Advertising 
Agency. Applications stating 
age, experience and salary 
required to: 


Box 3647 
Advertiser's Weekly 180 Fleet St EC4 


ARTIST WANTED, first-rate ability in 


drawing and visualising (particularly 
as regards the design of layouts) and a 
sound sense of typography. Permanent 
progressive position in the small studio 
of a well-known Advertising Agency 
(L.P.A.). The work is of a worthwhile 
kind, the general atmosphere pleasant, 
and there is a pension scheme. Tele- 
phone Studio Manager, FLEet Street 
9595, for appointment 


GODBOLDS 


require a 


SPACE 
BUYER 


with several years experience of 
media. Good opportunity for 
conscientious and methodical 
man. Write in first instance, 
giving full details of age, 
experience and salary, to :— 


GODBOLDS LIMITED 


General Buildings, 
Aldwych, W.C.2. 


This may be YOUR opportunity 
Advertising Manager of leading 
shoe manufacturers in Mayfair, 
London, requires a young man 
assistant with sound knowledge 
of production and printing to 
take over duties of 
PRINT BUYER 
and train for 
JUNIOR EXECUTIVE 

This vacancy is an excellent 
opportunity for someone with 
agency experience who is con- 
scientious and is prepared to 
accept responsibility. Five-day 
week and amenities. 
Planned holidays will be considered. 
Write in first instance, stating 
age, experience and salary 
expected to A.F, :— 

Box 3602 
Advertiser's Weekly 180 Fleet St EC4 
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CLASSIFIED ADVERTISEMENTS 


The formation of new Consumer and 


Technical Groups at Crane Publicity 


is now reaching finalisation. 


Out- 


standing opportunities are still avail- 


able in 3 categories. 


VISUALISER 


A first-class senior creative layout- 
man is required to work on consumer 
accounts .. . a man who knows type 
and art techniques and who can draw 
figures in a competent manner. 


TYPOGRAPHER 


Able to produce type mark-ups for 


important 


consumer’ accounts — 


quickly and with a minimum of need 


for revision. 


COPYWRITER 


Here is a great opportunity for a 
young woman copywriter to join a 
team working on an important cos- 
metic account. Although her contri- 
bution will obviously be the feminine 
point of view, she should still have 
had experience in writing forceful 


selling copy. 


In each case ability decides the salary. 
Write in first instance giving full de- 


tails to : 


Creative Director, 


CRANE PUBLICITY LTD., 


ADAM HOUSE, |, FITZROY SQUARE, LONDON, W.!. 


Tel; EUSton 806/ 
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ADVERTISER’S WEEKLY 


APPOINTMENTS VACANT 


Typographer- 
Production 
Man 


required immediately for block 
ordering, mark-ups and general 
progressing on print jobs. 
Previous agency experience of 
this work essential. Good 
salary and prospects—holiday 
arrangements honoured. 
Write, giving full details of 
experience and quoting present 
salary to Staff Manager, 
Gilbert Advertising Services 
Ltd., Hastings House, 10 
Norfolk Street, Strand, W.C.2. 


JUNIOR MALE ASSISTANT, age about 
25 years, required for public relations 
department, in London, of industrial 
Organisation. The applicant should 
have a good general education and 
sound practical experience of the 
mechanics of publicity, including a 
knowledge of printing production, 
photography, art work, blockmaking, 
films, film strips and visual aids. 

should have the ability to 
write articles and express himself 
clearly and concisely, Actual journal- 
istic experience an advantage but not 
essential. Pension scheme. Luncheon 
facilities. Reply giving complete 
details of age, education, training, 
experience, and salary required. 
Box 3591 Ad. Weekly 180 Fleet St EC4 


92 May 18, 1956 


CLASSIFIED ADVERTISEMENTS , EEXIcouERcenum 


Newcastle upon Tyne 
Education Committee 


COLLEGE OF ART 
OSBORNE-PEACOCK | AND 


require a INDUSTRIAL DESIGN 
LAYOUT MAN _| Principal: €. H. Smith, A.7.D. 


Required in September, — 
‘peri: . > TANT LECTURER (Grade B) in 
Must be experienced, capable of COMMERCIAL DESIGN. Qualifi. 
oil . . enw ee : cations in appropriate subjects 
producing exacting clients’ roughs and of t Geematih euidiien eipavianen de> 
; ; ) » 3f eadnenarn sirable. Industrial experience an 
handling own typography if necessary. Co oath pensontnetine etong 
Existing holiday arrangements considered. Forms of application and further 
particulars obtainable from the 
. _ . : Principal, College of Art and 
Write giving details of experience and Industrial Design, Clayton Road, 
‘ ~ a Newcastle upon Tyne, 2, to whom 
when available for an interview fo: completed applications should be 


} returned n ible. 
Art Director, 26a Albemarle St. London W1 ee ee 


| ARTIST/DESIGNER required for 
rominent packaging firm in North- 
Post London. Excellent opportunity 
JUNIOR LAYOUT ARTIST, young INTELLIGENT YOUNG MALE | in progressive Studio for young man 
man or girl, required to assist in CLERK (20-22) required for adver- capable of preparing roughs and 
preparation of simple artwork and tising and mail order business of West | finished drawings for reproduction by 
rough layouts. 5-day week. Holiday End store. Excellent opportunity of Letterpress, Photo-Litho and Photo- 
this year. Apply General Manager, acquiring experience in this field. gravure processes Pleasant working 
Tibbenham Publicity Ltd., 244 High Good wages and conditions. Apply condition, Canteen, Five-day week. 
Holborn, W.C.1 Staff Office, Druce & Co. Ltd., 54 Apply, stating age, experience and 
Baker Street, W.1 salary required, to : 
RECORDS CLERK (lady) required by Box 3417 Ad. Weekly 180 Fleet St EC4 
busy West End Advertising Agency MERCHANDISE SCOUT required for : : 
Ledger experience essential. Ability to textile organisation in N.W. England. TECHNICAL AND GENERAL 
type an advantage. No Saturdays. Woman with good knowledge of ARTIST (Male) required by London 
Write details of experience with salary cotton textile industry and its products. studio. Good salary and comfortable 
Travel and lectures working conditions. 


to * 
Box 3621 Ad. Weekly 180 Fleet St EC4 Box 3624 Ad. Weckly 180 Fleet St EC4 Box 3541 Ad. Weekly 180 Fleet St EC4 


advertising ideas ; 


you're a brilliant COPYWRITER (or you're a brilliant DESIGNER (or think 


think you are), if you can produce good you are), if you can produce good 


something a little different ; something a little different ; 


CRC CRC 
WANT YOU WANT YOU 


Write first to : Write first to: 


The Secretary, C. R. CASSON LIMITED, 6 Aldford Street, W.1. The Secretary, C. R. CASSON LIMITED, 6 Aldford Street, W.1. 


F IF 


if you want to do advertising ideas; if you want to do 
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ADVERTISER’S WEEKLY 


CLASSIFIED ADVERTISEMENTS | RCCRIMICSEZ2m 


TYPOGRAPHERS 


who have the 

agency experience to 
qualify them to handle 
a group of accounts, 
and who would like 
to discuss the prospect 
of joining 

NSW 

should telephone the 
Art Director, 

Napper, Stinton, 
Woolley Ltd., 

at Gerrard 2633. 


ASSISTANT WANTED for Publications 
Department of Engineers for prepara- 
tion of catalogues, booklets, technical 
manuals, etc Must have experience 
and technical writing ability. Know- 
ledge of layout and type, etc., re- 
quired, but not finished art work. 
Five-day week. State age, experience, 
salary required. Apply to the Pub- 
licity Manager, CAV Ltd., Warple 
Way. Acton, W.3. 

INVOICING AND ACCOUNTS. 

Capable person wanted by small 

agency. Accuracy at figures more 

important than capeeee, Please 
state salary required 

Box 3519 Ad Weekly 180 Fleet St EC4 


PRODUCTION 
MANAGER 


for 
BIRMINGHAM 


Leading Agency in the Midlands 
requires thoroughly experienced 
Production man to take charge 
of busy department covering 
press and print. 

Good salary and prospects. Our 


own staff know of this advertise- 
ment. 


Write full details of past experi- 
ence and salary to :-— 

Box 3598 
Advertiser's Weekly 180 Fleet St EC4 


LAYOUT 


ARTIST 
required 


with advertising agency 
experience. Under 30, and 
fully conversant with pre- 
paration of layouts for all 
aspects of advertising, in- 
cluding knowledge of typo- 
graphy. Successful appli- 
cant will be required to 
work as one of a team on 
national accounts. Do not 
send specimens at this 
stage. Apply stating age, 
experience and salary re- 
quired, to Saward, Baker 
& Co. Litd., 27 Chancery 
Lane, W.C.2. (mark enve- 
lope “ Layout”). 


WANTED 


POSTER 
SITE FINDERS 


London Firfh of Advertising 
Contractors require capable 
Representative. Must be ener- 
getic and adaptable. Experi- 
ence in the trade and know- 
ledge of town and country 
planning regulations an ad- 
vantage. Application with 
brief details of experience to 
date and salary required. 
Box 3569 
Advertiser's Weekly 180 Fleet St C4 


SECRETARY required for Advertising 


and Publicity Manager's Mayfair 
office. Experience of advertising pro- 
cedure and ability to work on own 
initiative essential. Age 25-30. This 
is a position which offers an excel- 
lent opportunity to an energetic and 
enthusiastic Secretary 

Box 3574 Ad. Weekly 180 Fleet St EC4 


BRIGHT, GO-AHEAD MAGAZINE 
requires Advertising Representatives 
Good commission. Intimate Review, 
31 John Adam Street, W.C.2. 
TRA 2339 


LIBRARIAN required for textile 
organisation in N.W. England. Woman 
with knowledge of design and/or 
publicity an advantage 
Box 3625 Ad. Weekly 180 Fleet St EC4 


SPACE SALESMAN REQUIRED for 
old-established monthly literary maga- 
zine Salary and commission. The 
appointment has wide scope for an 
experienced and energetic man, work- 
ing in London. Interview May, com- 
mence August. Please write fully, 
giving usual details in confidence 
Box 3485 Ad. Weekly 180 Fleet St EC4 


| JUNIOR ARTIST. Male (16/17) in- 


terested in figure drawing, lettering, 
etc., for showcards. Apply E. Brydges, 
Display Manager, rue-Form, 333 
Oxtord Street, W.1. 


ASSISTANT (male), aged 25-35, resident 


Greater London, required in Adver- 
tising Department of important Tyre 
Manufacturer Some writing talent 
essential and experience in agency or 
advertising department desirable. The 
work involves some travelling and the 
responsibilities will include editing of 
a Trade bulletin. Prospects depend 
on aptitude. Salary £700-£775 accord- 
ing to qualifications. Please write 
Stating age and experience 

Box 3651 Ad. Weekly 180 Pleet St BC4 


famous national accounts. 


“stuck” 


out!” ; 
into the papers. 


Opportunity for 
a particular type 
of layout man 


The recently reorganised Art Department at Lytle’s has 
a job for a layout man as Group Art Director to work on 


He may well be a young man who feels that he is 
at the moment—perhaps because there are too 
many seniors ahead of him, or because the rest of the 
Agency remember him as a paste-up boy and won't 
realise he has grown up. On the other hand, he may be 
a Group Art Director already. 

He will certainly be a man who prefers good, honest, 
logical layout to a bag of tricks ; 
is essentially a vehicle for a selling message ; 
direct photography and select the right artists for finished 
art ; who is a co-operative soul—but has the courage to 
say, when occasion demands : 
who enjoys the Agency game and cares what gets 


If you are interested, write to Peter Foxwell, C. J. Lytle 
(Advertising) Ltd., 2, 3 and 4 Dean Street, W.1, giving your 
age, present Agency, accounts you have worked on, and 
approximate salary required. 


who knows that layout 
who can 


** Look, this can’t be laid 


a major agency ? 


under 30? 


T.V. 


CREATIVE TYPE AS 


TV 
Assistant Producer 


Are you in the Copy or Art Department of 
Do you combine creative 
experience with administrative ability ? 
think you can shape and eventually supervise the 
production of filmed commercials ? 
Then write, giving full details of 
experience and salary required, to :-— 


PRODUCER 


McCANN-ERICKSON 
ADVERTISING LTD., 
Brettenham House, Lancaster Place, London, W.C.2 


Do you 


Are you 


Phone your classifieds to WAT 3388 (Ex. 25) 
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RUMENEIEN CLASSIFIED ADVERTISEMENTS 
TECHNICAL WRITER PUBLICITY ASSISTANT 


\ : —— | required to assist Publicity Manager 
wanted by large spe. “ead s looki fi of leading Manufacturers of industrial 
compile technical publications, instruc- We are looking for lighting fittings. 
tion manuals, etc. Products include | | P A really interesting and worthwhile 
electronic and mech-nical instruments | | COLOUR & an experienced oe for a ~ with inkistive one 
and filtration equipment. Ability to enthusiasm who is at home wit 

: technical press, direct mail advertising 
draw diagrams = advantage. Send RET HIN VISUALISER and preparation of literature. Know- 
details of qualifications, experience ledge of mailing list operation and 
and wages or salary required to the | who is strong on the compilation essential. 


° . Salary commensurate with ability and 
Publicity Manager, ARTIS T Ss design of press advertise- experience. 
SIMMONDS AEROCESSORIES ments for consumer Write in first instance to Publicity 


Manager, 
LTD. , goods. 

? required for wide range of to c iE E mF ° 
Treforest Industrial Estate, | q g P THE BENJAMINE ELECTRIC LTD 


ote. Carell || grade work. Knowledge of We hl Pras, pay et. 
| | Flexichrome Process an advan- CONEEIONS, J-iay wee 


. os and holiday this year. 
CREATIVE ARTIST er k. | | tage but not necessary. Excellent GROUP ADVERTISING DEPART- 
rogressive agency situate in the fi ° i MENT (Westminster area) of large 
idlands requires the services of an salary, bonus scheme, holiday Phone or write our manufacturing organisation marketing 
equally progressive minded creative : Art Director both technical and consumer products 
artist designer. This iS NOt just a good arrangements made this year . : requires an Assistant experienced in 
job for ew it is a senior appoint- to stand REID WALKER the production of press advertising and 
ment an a genuine—we repeat ‘ — print Applicants must be prepared 
ea gee gem + = an — ADVERTISING LTD. to demonstrate creative ability (ideas. 
enced man to settle down and con- layout, copy), be able to prepare good 
solidate his future prospects. An GILCHRIST STUDIOS LTD. 1 Arundel Street, roughs and visuals and be practised 
excellent commencing salary will be W.c2 in the supervision of advertising pro- 


paid to a top line man capable of 329 HIGH HOLBORN W.C.1 duction and the buying of. advertising 


producing rough ideas and layouts of , services (artwork, blocks, print, etc.) 
a very high standard for advertisements COVent Garden 2871 This is a vr er a medion with 
oe t.. ree of — es excellent opportunities for advance- 
orking conditions, too, are mos or . rR SOE . Sd a. sane 
congenial in an organisation where the | LADY ASSISTANT to Principal, Adver- | SPACE BUYER (lady) required by West Fall. aol etietiee an 2 Ga 
principals are determined that all who tising Contractors. Versatile. Experi- End Advertising Agency. Holiday this Personnel Manager, British Tyre & 
contribute to the development of the enced in handling advertisements year. Full details to 3 Rubber Co. Ltd Herga House, 
company shall be adequately rewarded. Typing. Willing ~ interview clients Box 3656 Ad. Weekly 180 Fleet St EC4 Vincent Square, London, §.W.1 
Box 3657 Ad. Weekly 180 Fleet St EC4 Over 30 years preferred. Congenial . -— ms 
conditions. Write full particulars and ar ee _— PROCESS ENGRAVING. R 
; an salary required. NT: require y eekly NG. Representative 
oe See gy pane ger re Box 3650 Ad. Weekly 180 Fleet St EC4 Colour and Monotone Photogravure required for well-established London 
= > memabie fer finished Magazine Must have had previous company One with existing connec- 
seappeetive aeauiene oe | Rama are ALL-ROUND ARTIST soaniced space-selling experience. Hard work, tion preferred, but consideration will 
in line. Ability to produce airbrush capable of handling the variegated but congenial and happy atmosphere also be given to other applicants of 
finish in half tone and colour an work which passes through a London compensate. Apply, giving details of an ay = in allied trades. Good 
advantage. Write Blockmaker’s Studio. Full details to Sorenus Capemenss, ee ee eee —— 
Box 3612 Ad. Weekly 180 Fleet St EC4 | Box 3611 Ad. Weekly 180 Fleet St EC4 = 566) Ad. Weekly 100 Piet SECS | Bou 3652 Ad. Weekly 180 Plen & EC4 


LAYOUT /GENERAL wat-xnown West End Age 
ARTISTS OVERSEAS MANAGER 


This is an important appointment 


A rapidly expanding agency is always prepared for a keen man under 40 . . . 
to hear from experienced young artists who seek 


the opportunity to work ‘on important national who has a sound knowledge of product marketing 
accounts and advertising in the main world markets. 


: : His task would be to take over the existing 
They must _be capable of roducing finished Overseas Section, which includes a strong media 

roughs from visuals with the ability to tackle some 

finished work when required (not necessarily of advising on policies and handling the media 


figure). planning, creative and production problems of an 
Knowledge of typography an advantage. increasing number of overseas advertisers. He 
The position offers full ; good prospects should have experience of working direct or in 

and a generous salary. scope collaboration with appointed agents overseas. 

He should also be prepared personally to 

investigate problems abroad when necessary. 

Holidays this year by arrangement. His salary would be commensurate with his 

abilities. The present members of the department 

are aware of this advertisement. 

Please write giving full details of age, 

qualifications and experience to :— 


section, and quickly build a department capable 


Profit-sharing and bonus schemes. 


Write for interview stating previous experience, 
etc., to:— 
Art Director, 


Arthur S. Dixon Limited, Box 3640 a seedanietedinintes 
229, High Holborn, W.C.1. . 


Phone your classifieds to WAT 3388 (Ex. 25) 
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May 18, 


1956 


APPOINTMENTS VACANT 


LONDON 
REPRESENTATIVE 


NATIONAL ADVERTISING 
MODELS AND DISPLAY AIDS 


Important senior appointment 
with excellent prospects is 
offered by old established com- 
pany, with substantial income 


Quali- 


fications required: Sound tech- 


for man of high calibre. 


nical background and ability to 
negotiate at top level. Generous 
provision for superannuation. 
Present staff advised of this 
appointment. 

Box 3630 
Advertiser's Weekly 180 Fleet St EC4 


APPOINTMENTS VACANT 


CLASSIFIED ADVERTISEMENTS 
P APPOINTMENTS VACANT 


EXPERIENCED 
ADVERTISEMENT 
REPRESENTATIVE 


is required by well-known 
publishers, Applications are 
invited from men under 40 
accustomed to meeting high 
executives as well as agents. 
Personality and enthusiasm are 
important qualifications. Write 
giving details of experience to: 


Box 3654 
Advertiser's Weekly 180 Fleet St EC4 


GRANADA T.V. NETWORK 
LIMITED require senior and assistant 
Sales Executives in London Agency 
account executives preferred and wide 


sales promotion/advertising experience | 


desirable 
time sales, 


Responsible for negotiating 
planning 


tising We require a group of well 
qualified personnel, each eventually 
specialising in related product/service 
fields Remuneration commensurate 
with status and responsibility involved 
Superannuation scheme. Write Per- 
sonnel Manager, Granada T.V. Net- 
work Limited, 36 Golden Square, 
London, W.1. 


presenting and | 
advising on the use of television adver- | 


COLOUR PRINTERS producing large 
volume of point-of-sale material offer 
expanding opportunity to designer 
skilled in the creation of showcards, 
cut-outs and 3-dimensional displays 
Only fully experienced visualisers need 
apply Write for appointment to 
Partridge & Love Ltd., 118 Chancery 
Lane, W.C.2 


RETOUCHER 


Junior required mostly technical sub- 
jects. Holidays paid. Good prospects 
for the right man. 
Hayward & Martin Limited, 
3M, High Street, Bromiey, Kent. 
Telephone: RAVensbourne 6702 


ARTIST required, illustrating children's 
book Must be imaginative, above 
average Apply submitting samples 
work Davis, 17 Fleet Street. 
FLE 2669. 


TYPOGRAPHER/ 
VISUALISER 


is required whose feeling for 
type is already strongly devel- 
oped and whose ‘ mark-ups * are 
beyond reproach. He should be 
capable, on occasions, of express- 
ing himself in the form of finished 
roughs from his own and others’ 
visuals. 


T. G. SCOTT & SON LTD., 
Crown House, 
143/147 Regent St., W.!. 
REG. 3891. 


YOUNG LAYOUT ARTIST required 


for the publicity department of a 
leading London technical journal 
publishers. Able to produce a wide 
variety of leaflets and similar material 
for direct mail. The job is largely 
self-contained and the successful appli- 


camt should be capable of handling | 


his own production and 


routine 
finished artwork 


A knowledge of the 


economic side of designing would also | 


| PRODUCTION ASSISTANT for general 


be an advantage Pension scheme. 
Please write with brief summary of 
career, including age, experience, 
salary expectations and a few speci- 
mens to 

Box 3649 Ad. Weekly 180 Fleet St EC4 


ADVERTISER’S WEEKLY 


FAWDRY’S 
require 


PRINT/PRODUCTION 
MANAGER 


Experienced print buyer with 
thorough knowledge all printing 
and engraving processes. This 
position offers good prospects to 
an experienced agency-trained 
man. Write with full par- 


ticulars to the 
‘ 


Creative Manager, 
MARK FAWDRY LTD., 
Hanover Court, London, W.! 


| YOUNG MAN FOR COPY DETAIL, 


experienced. 
not necessary. 
wage. etc 

Box 3608 Ad. Weekly 180 Fleet St EC4 


Production knowledge 
Write brief details, 


ARTISTS 
General / Lettering/ Retouching 
First-class work essential. 


Box 3581 
Advertiser's Weekly 180 Fleet St EC4 


publications Good o unity for 
young person — initiative. Apply, 
giving details, 

Box 3633 Ad. Weekly 180 Fleet St EC4 


LETTERING 


by joining 


Experienced Artists 


STILL-LIFE 


also TWO LETTERING JUNIORS 
of 2-3 years’ experience 


Improve your work 
and salary 


(HOLIDAYS WITH PAY THIS YEAR) 


HAWKE STUDIOS LTD. 


phone, write or call 
Mr. Norman Bannister : 
22 Chenies Street 


MUSeum 7441-1181 


RETOUCHING 


HAWKE STUDIOS LTD. 
* W.6.1 


Vacancy for a 


PRODUCTION MANAGER 
with 
CROSSLEY ADVERTISING 


If you are holding down a Production 
Manager's job but looking for more scope, 
scope to help in building the production side 
of a rapidly growing agency, this may be your 
opportunity. Or if you are a Production 
Assistant with 4 to 5 years agency experience 
and you feel you are ready to assume the 
responsibilities of heading an expanding 
department this again may be the job for you. 
Write in the first place, giving your age, 
experience, present salary, etc., to :— 


Arthur Hughes, Managing Director, 
CROSSLEY & CO. LTD. 
Salisbury Square House, 

Fleet Street, London, E.C.4. 


Phone your classifieds to WAT 3388 (Ex. 25) 


_ — 
= | 


ADVERTISER’S WEEKLY 96 


| APPOINTMENTS VACANT 


Have 
LETTERING 


you 


Groome and Laker Ltd. 
6, Archer Street, W.1 


considered 
SUNNY 
SOUTH | 


want another very good 
letterer. Hols. this year 
| and all that. 
} 


Ring 
GER. 8473-4 


- 

? JOHNSON, MATTHEY & CO. | 

AFRICA LIMITED, require a Designer for | 
their ceramic 


and colours division in 
the North Midlands. Applicants must 
be first-class draughtsmen with good 
colour sense and some administration 


It’s a wonderful country, 


i | ability. They should have a flair for 
with a wonderful future for applied decoration, especially on 
English as well as Afri- pottery and = — ee 

” experience wi ese aterials is 
kaans-speaking people (de not _ essential. The appointment, 
spite the exaggerated re- which will be to the company’s 
ports you read in the established and superannuable staff, 

rs) will carry a salary in accordance with 
papers). age and experience. Write, giving full 

The standard of living is details of education, training and | 


experience, to the Secretary, 78 Hatton 


high, and in the advertis- | Biteten Lenten, 2.0 1 


ing business you would 
find yourself among friends, 
for more of the seniors 
come from Britain than 
from elsewhere. 


As South Africa’s largest 
independent Agency, with 
offices in four main centres, 
we are always interested 
in hearing from experienced 
and ambitious advertising 
men, especially copywriters, 
visualisers and artists, who 
desire to settle in South 


2.Good all round 
ARTISTS 
required 
capable of handling First Class General 
Work. Ability to cope with Technical 
Retouching an asset. Small but very | 
| happy Studio. Full details to 
Box 3655 | 
Advertiser's Weekly 180 Fleet St €C4 


ADVERTISING CONTACT MAN re- 
quired. Should have either agency or 

| printing experience Harwood Press, 
| 21-51 West Street, Harrow, Middlesex. | 


Africa. FAWDRY’'S 
Although we may have Urgently require 
no immediate vacancies, 


TYPOGRAPHER |. 


i i owin 
our business is gre g, for type mark-ups and adaptations, 


our staff requirements in- 


: ton consumer and technical accounts. 
creasing, and opportunities | | Creative ability encouraged. Telephone 
are always occurring. | | Creative Manager, HYDe Park 


When we do have a 
vacancy, we can promise 
you interesting and en- 
joyable work, and excellent 
prospects. Working con- 
ditions are pleasant, and 


| 
| 
| 9176/7/8. | 


PUBLICITY ASSISTANT (early 20's) | 
for busy department of large engineer- 
ing group in Cheshire. Must have 
previous advertising experience and 
ability to produce ideas, layouts and 


lettering for catalogues, leaflets and | 
we have a 5-day week and | journal advertising. Good knowledge | 
superannuation fund. Pay- of typography essential. Permanent | 
¢ sition, superaanuation, canteen 
ment of fares can be nego~ | Facilities. Please apply to the Per- 
tiated. } sonnel cer, George Riceaed’s & 
. Sant : Company, Limited, roadheath, 
All inquiries will, of | pen onal 


course, be treated in strict 
confidence. In the case of 
creative staff, please send 
a representative selection 
of specimens, as well as 
giving full details of pre- 
vious experience, age, mari- 
tal status, present salary, 
etc. 


P. N. BARRETT COMPANY 
(PTY) LTD 
P.0. BOX 694 CAPE TOWN 


FAST PRODUCTION 
DRIVER 


| 
| 
Good allrounder, able to hold | 


and deserve place in a hard 
pressed team. 

Date of Birth secondary to re- 
sults and _ willing-horse-sense | | 
(not an agency). 

Send details of experience and 
salary required to 


Box 3577 
Advertiser's Weekly 180 Fleet St EC4 


EXPERIENCED 
ACCOUNT 
EXECUTIVES 


Required for London Area by 
Packaging & Point-of-Sale Manufac- 
turers Salary, Commission and 
Bonus. 

Full Details to 


Box 3596 
Advertiser's Weekly 180 Fleet St EC4 


SPACE SELLING brings our Repre- 
sentatives an income up to £2,000 a 
year We have an established and 
successful media, and are seeking 
Ladies and Gentlemen to cover all 
districts, but particularly in London 
the Midlands, the North, Scotland, 
and Wales Interviews usually 
arranged. Your town, giving full par- 
ticulars, to: Warwickshire Publishing 
Company, 13 Priory Road, Birming- 
ham, 5 


GENERAL ARTIST, good lettering, 
etc., required. Small advertising 
agency, West End No ome. Write 
experience, salary, etc 


Box 3622 Ad. Weekly i801 Fleet St EC4 


EXPERIENCED RE’RESENTATIVE 
required to sell advertising in officially 


sponsored publicgtions, etc Willing 
to travel Good man over 50 not 
objected to. Salary, commission, ex- 


penses. Only hard workers who must 
earn good money need apply to 
Box 3626 Ad. Weekly 180 Fleet St EC4 


APPOINTMENTS WANTED 


ARE YOU A KEEN 
TYPOGRAPHICAL TYPE... 


about 22, with 3 years’ experience 
of layout work? Then please dial 
CHA 6055 and ask for Mr. Waite. 


PRINT EXPERT 


with very wide and varied 
experience seeks position 
with big London Agency 
as buyer and adviser. 
BOX 3629 
Advertiser's Weekly 180 Fleet St EC4 


TWO EXECUTIVES 
LEAVE GOOD JOBS. As a result of 
management changes, they now find 
themselves administering a sales and 
advertising policy in which they have 
no confidence. They hope that some- 
one can offer them jobs where their 
abilities and extensive all-round experi- 
ence of advertising, marketing (agency 
and advertiser), P.R., etc., on the one 
hand, and design, art, print and pro- 
duction on the other, can be put to 
real use. If you would like to hear 
more of either—-or both—please write 


WANT TO 


to 
Box 3659 Ad. 


ADVERTISER seeks position as 
Assistant Publicity Manager or similar 
position. Wide knowledge advertising 
in all aspects including design, layout, 
brochures, leaflets and block making. 
Agency trained. London or Kent. 

Box 3462 Ad. Weekly 180 Fleet St BC4 


Weekly 180 Fleet St EC4 


WOMAN COPYWRITER 


very experienced and versatile, seeks 
PART-TIME WORK 

Strong Agency background: trained 

to write good copy on any type of 

account. Press ads., brochures, 

editorials, etc. Lives central London. 


Box 3645 
Advertiser's Weekly 180 Fleet St EC4 


May 18, 1956 


EUIEENZENN | CLASSIFIED ADVERTISEMENTS | 


Young woman with 4 years’ 
experience of 


PRESS RELATIONS 
AND ADVERTISING 


now earning £700 p.a. in pub- 
lishers’ publicity department, 
looks for an opening as P.R. 
executive/assistant. Here is some- 
one with a wide business back- 
ground, fashion sense and an 
agreeable personality who could 
bring an energetic and imaginative 


approach to any job requiring 
tact, planning and diligence. 
Box 3653 


Advertiser's Weekly 180 Fleet St EC4 


JOURNALIST, P._R 


CREATIVE man 


LADY REQUIRES SITUATION as a 


Lettering Artist. Some experience and 
art school training. Will accept reason- 
able low wage to gain extra experience, 
Willing to work hard. 

Box 3607 Ad. Weekly 180 Fleet St EC4 


IF YOU NEED a young top-class Sales- 


man with a business brain and wide 
traming, experienced in selling to top 
execulives of manufacturers and adver- 
using agencies—write now Only 
companies in a position to offer a 
substantial remuneration and oppor- 
tunity for rapid promotion need apply 
Box 3609 Ad. Weekly 180 Fleet St EC4 


ADVERTISING MANAGER of one of 


the world’s largest international adver- 
tisers available after July Ist for en- 
gagement in Britain or abroad. 
Background covers 14 years’ extensive 


experience, apart from war years, in 
all mediums cf advertising, publicity 
and sales promotion in London 


Agencies and publicity departments in 
the U.K. and abroad. Has handled a 
wide range of both consumer and 
technical accounts in the Home and 
export field. Practical experience in 
marketing, planning, design, print, 
Production, films, radio, agency and 
departmental administration. - Only 
imterested in senior executive appoint- 
ment Age 


Box 3610 Ad. Weekly 180 Fleet St EC4 


executive, formerly 


director 


of small advertising agency, 
editor of house magazines, seeks posi- 
tion with industrial company or 


advertising agency 
Box 3615 Ad. Weekly 180 Fleet St EC4 
the truest sense) 
unusual position. 
Experienced Visualiser— 
Layouts, Artwork, Copy, etc. Broad 
interests. Anywhere, here or abroad. 
Box 3616 Ad. Weekly 180 Fleet St EC4 
YOUNG MAN (28) seeks executive posi- 
tion in agency or manufacturers. Has 
Matric., inter D.A.A., 8 years’ experi- 
ence including production, tvpography, 
market research. Linguistic ability. 
Willing to travel 
Box 3619 Ad. Weekly 180 Fleet St BC4 
FEMALE ARTIST (26), Arts Degree, 
4 years’ practical experience. lettering, 
lay-out, cartoons, figure work, show 
card, black and white, seeks interest- 
ing position, London 
Box 3614 Ad. Weekly 180 Fleet St BC4 


(in 
secks interesting, 
Aged 28. 


ADVERTISING REPRESENTATIVES 


(2), experienced, well introduced, own 
office, seek space or mail order pro- 
position. Commission, expenses 

Box 3507 Ad. Weekly 180 Fleet St EC4 


| WANT TO LEARN 
ADVERTISING 


Young man—rising 19. 
National Service settled. 
Oundle School—G.C.E. 
Level—6 subjects.) 

Not brilliant but quite bright with 
bags of common sense. 

More interested in learning than 
earning at this stage. 

I just know the difference between 
a Lire Block and a Doodle— 
otherwise “‘ not a clue” 


Can a good London Agency make use 
of me, please? 
Box 3601 
Advertiser's Weekly 180 Fleet St EC4 
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May 18, 1956 


ADVERTISER'S WEEKLY 


EMME CLASSIFIED ADVERTISEMENTS 


AN ACTIVE, VERSATILE MAN with 
wide managerial experience on all sides 
of advertising and merchandising, as 
well as considerable writing ability, 
having resigned last position on a 
matter of principle, is debarred from 
applying to Sits. Vacant because of 
age limits. He is. prepared to accept 
a young man’s salary in exchange for 
youthful energy, a good brain and the 
habit of continuing to learn after over 
10 years of valuable experience. 

Box 3646 Ad. Weekly 180 Fleet St EC4 


ADVERTISER secks 
Accounts or 


TECHNICAL 
opening in Technical 
Technical copywriting field, based 
London. Qualified and practised 
engineer with writing and sales experi- 
ence. Lived U.S.A., Canada, Con- 
tinent. Public school. 

Box 3447 Ad. Weekly 180 Fleet St EC4 


“ HAND-PICKED ” yg 
available. ——. Wigmor 


Wigmore St., W.1. ierUNter So5t/2/3. 


SPECIAL ANNOUNCEMENTS 


RATE CARDS PLEASE 


On account of complete 
re-organisation of our 


SPACE-BUYING 
DEPARTMENT 


we should be glad to 
receive rate cards from 


ALL PUBLISHERS 


Bennett Williams (Advertising) 
Ltd. 


|Sa Westgate, Bradford, | 


ACCOMMODATION 


ARTIST urgently requires studio accom- 
modation in South or Central London. 
Willing to share. Please write 
Box 3590 Ad. Weekly 180 Fleet St EC4 


| 


PRINTERS | 


PRINTERS wanted for old-established 
weekly trade journal—12,000 copies— 
Quad. Demy. rite 
Box 3641 Ad. Weekly 180 Fleet St EC4 


TENDERS 


BOROUGH OF FOLKESTONE 


COLOURED PUBLICITY 
FOLDER 


Tenders are invited for the printing 
and supply of 50,000 coloured folders, 
size 9” x 16”, folded to 9° x 4", printed 
from blocks and type in six colours. 
Design will include 4-colour half tones. 

Forms of tender and full details may 
be obtained from the undersigned. 
The Corporation do not bind them- 
selves to accept the lowest, or any 
tender. 

Tenders, in a sealed envelope, which 
must ar the name or mark 
the sender, endorsed “ Tender for 
Folder” must be delivered to the 
undersigned not later than noon on 
Monday, 4th June, 1956. 


N. C, SCRAGG, Town Clerk. 
Town Clerk’s Office, 
Folkestone. 
8th May, 1956. 


LOUIS LOYNES for Heraldry. 


' 


TENDERS 


BOROUGH OF FOLKESTONE 


TENDERS FOR 
OFFICIAL GUIDE, etc. 


Tenders are invited for the printing 
and supply of 

(a) Official Guide, 1957 

(b) Street Plan (to fit guide) 

(c) Register of Accommodation, 1957 

(d) Envelopes. 
Particulars, form of tender and speci- 
mzn copies of the above publications 
for 1956 may be obtained from the 
undersigned. The Corporation do not 
bind themselves to accept the lowest or 
any tender. 
Tenders, in a sealed envelope, which 
must NOT bear the name or mark of 
the sender, endorsed “ Tender for 
Official Guide ” must be delivered to 
the undersigned not later than noon 
on Monday, 4th June, 1956. 

C. SCRAGG, Town Clerk. 
Town Clerk's Office, 
Folkestone. 

8th May, 1956. 


SALES AND WANTS | 


“PLASTICON” coated wire displays 
feel good. Trade Metal Works, 2A 
Brackenbury Road, W.6. She 5949. 

ADDRESSING PLATES (Zinc) “B”™ 
Type. Brand new. Million to clear. 
Bargain 1,000 minimum lots 55/9. 
Sample free. 

Box 3644 Ad. Weckly 180 Fleet St EC4 


PERSONAL | 


COPY—PROOFS—BLOCKS!! quickly 
delivered by District Messenger 
REGent 1026—191 Piccadilly, W.1. 


FREE LANCE SERVICES 


COMMERCIAL-ART GROUP 
further commissions. Lettering, 
out, retouching, illustration, 
Prompt and reliable service. 

Box 3642 Ad. Weekly 180 Fleet St BC4 


FREE LANCE ARTIST. 20 years’ ex- 
perience. Exhibition, Display and 
general work. Tel. CUN 0918 

FREE LANCE EXHIBITION STAND 
DESIGNE seeks commissions. 
Especially interested in Technical Dis- 

lay. ‘rite: Ball, Granville Road, 
igston Fields, Leicester. 

VISUALISER secks design, layout, illus- 
tration work, West End 
Box 3613 Ad. Weekly 180 Fleet St EC4 


seck 
lay- 
etc. 


Very 

. intricate, artistic work. Expert 

and Historic Flags, emblem- 

ology. Also Historic subjects, period, 

costume, etc. Studio, 6 Monmouth 
Street, London, W.C.2, 


GREETING CARD 
ARTISTS AND DESIGNERS 


Greeting card manufacturers 
wish to contact artists able 
to design attractive cards — 
Christmas, Birthday and 
Special Occasion—-suitable for 
general market. Novelty of 
design and/or fold of card 
particularly interesting. Roughs 
or artwork should be sent for 
consideration to 


A. MASON & CO. LTD. 
207 ST. JAMES'S ROAD 
CROYDON - SURREY 


FREE LANCE SERVICES 


FIRST-CLASS FIGURE ARTIST seeks 
COMM ssions. 


Box 3115 Ad. Weekly 180 Fleet St BC4 


DIRECT MAIL SERVICES. Address- 
ing, matching-in, enclosing, mailing, 
letterpress facsimile duplicating; 
H.M.S., 3 Bushey Court, S.W.20. 
MIT 6899 


BUSINESS OPPORTUNITIES 


Former consultant of inter- 


national experience availabie 
for a Salaried position. 
Box 3639 
Advertiser's Weekly 180 Fleet Sc EC4 


SPEEDY PRINT SERVICE 


o all Advertising and Sales literature. 
Top Quality Black-and-White and 
Colour photo litho. 
GOTHIC PRESS LIMITED 
Euston $645. 42 Osnaburgh Street 
(Opposice Gt. Portland St. Station) 


PERIODICAL PUBLISHERS AND 
PRINTERS are interested in  pur- 
chasing periodicals or even purchasing 
part interest of Trade, Technical or 
Consumer publications. Reply in 
Strict confidence 
Box 3638 Ad. Weekly 180 Fleet St BC4 


FRENCH PUBLICITY AGENT wishes 
to collaborate with English Advertising 
Agency to handle publicity campaigns 
in France. Established 36 years and 
perfect knowledge of all advertising 
media. Write: Hayman, 5 Rue Guy 
Moquet, Paris. 


BEAUTIFUL MODELS in any material. 
Engineering. Architectural and Dis- 
play Paper sculpture. Single or 
quantity productions. Carlton-Iredale, 
105 Inwood Road, Hounslow, Middie- 
sex. HOU 5265. 


PRINTING — Brochures, Catalogues, 


Magazines, Works Newspapers—com- 
plete production, design, blocks and 
despatch. Addressing, franking and 
posting services. Competitive prices 
Faquiries, Dumfries and Galloway 
News, 86 High Street, Dumfries (468). 


ADVERTISING 
AGENCY 
WANTED 


A consultant who has built up a 
substantial business with a billing of 
approx. £20,000 p.a. in press adver- 
tising, lacks the necessary qualification 
of sufficient capital to obtain recog- 
nition and operate this side of the 
business profitably—all accounts are 
important rapidly expanding com- 
panies in the technical and consumer 
goods fields, with national and inter- 
national interests. The press appro- 
priations are being increased quickly 
enough to be embarrassing. 

The Packaging, Marketing and Printing 
sides take care of themselves. 

The principal is open to suggestions 
that would give him a reasonable 
return for his past efforts but would 
relieve him of the financial worries and 
allow him more time to pursue other 
interests. 

This might be of interest to an Agency 
considering opening out in the pro- 
vinces, as it would provide a business 
in being with an economical turnover. 
The principal would retain a small 


interest if desired or remain as a 
director or manager by mutual 
arrangement. 

The office premises and equipment 
available is adequate and the sphere 
of influence is mainly North Midlands 
and North West. 


Replies from principals only to : 
Box 3593 
Advertiser's Weekly 180 Fleet St £C4 


HUNTLEY BOORNE & STEVENS seck 
designs suitable for tin box decoration. 
Good prices paid for approved designs. 
Apply Head Artist, Huntley Boorne & 
Stevens Ltd., London Street, Reading. 
Tel. 54466. 

FOR SALE. Sign, Poster and Showcard 
business with sales shop in busy East 
Coast seaside town. iy 30 years, 
Plenty of new business. Would make 
depot for big organisation or start for 
energetic poster artist-writer. Good 
reasons for selling. 

Box 3617 Ad. Weekly 180 Fleet St EC4 

ARTIST AGENT handling top-class 
figure work for publishers can now 
represent two more artists. Top prices 
and contracts available. Only artists 
= easy reach of London need 

apply 
Box 3618 Ad. Weekly 180 Fieet St BC4 

DISPRO LTD. Ask your printer about 
the wonderful high gloss. colour inten- 
sification and durability of Dispro 
Lamination—he knows all about u— 
or ask us for specimens. 
Limited, 36-38 Peckham 
London, $.E.5. RODney 
lines). 


7171 


WANTED 


CO-DIRECTOR 
—PARTNER 


One-third share in Display and 
Sales Aid Business, turnover 
£50,000 p.a. Object: expansion. 


A suitable person would be 
EITHER a first-class salesman 
with a good connection among 
advertisers, OR a man who 
could control the business 
through a knowledge of cost- 
ing in all materials, such as 
wire, plastic, hardboard, metal, 
etc., with or without illumina- 
tion. 

Income £2,000 to £3,000 p.a. 
with unlimited prospects. 
Investment required : £10,000. 
Write : 


Brake Large & Co., 
Chartered Accountants, 
56, Bryanston Street, 
Marble Arch, 
London, W.1. 


Phone your classifieds 


to WAT 3388 (Ex. 25) 
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Advertiser's 
Poor Weekly Le 


55/- (overseas) 


STOP PRESS 


| 


_R. C. Sykes is LPE 
vice-chairman 


| At a meeting of directors of 
London Press Exchange Ltd., R. C. 
Sykes was appointed vice-chairman 
of the board. He will continue to 


"yy 


the comp-ny in November 1922, 
was appointed a director in Sep- 


WEEKLY REVIEW managing director In danny 1981 


He is also chairman of Publicity 
Arts Ltd. and Research Services 
Ltd., a member of the council of the 
Institute of Practitioners in Adver- 
| tising, honorary treasurer of the IPA, 

and a member of the AID commit- 


to reach the markets of the wevid | “ui Sethnee 


R. L. Sykes is also a director of 
LPE, and A. E. Sykes is a director 


Westminster City Council banning 
two signs proposed for the eastern 
wing of the Criterion building in 
Piccadilly Circus, Claude-General’s 
counsel, Harold Williams, said that 

the site was “directly facing what 
| is the most brilliant display of 
advertising in London.” 


He con- 


the provincial and London suburban 
newspapers had, since the war, 
steadily increased the total of their 
circulations and had carried a con- 
tinually rising volume of advertis- 
ments, despite the difficulties of 
making wage agreements, finalised 
only two days previously, and the 
problems of supplies of raw material, 
newsprint, and its rise in price. 

But some members were “more 
| than a little concerned” about the 
| future, he added. 

Welcoming the guests, he said that 
Lord Luke’s work for advertising in 
general, as president of the Adver- 
tising Association, had earned every- 
one’s gratitude, and that Clifford 
| Harrison, president of the Incor- 
porated Society of British Adver- 
tisers, and Lt. Col. Alan Wilkinson, 
president of the Institute of 
Practitioners in Advertising, repre- 
sented respectively “the advertiser 
PUBLISHED EVERY THURSDAY who laid the golden eggs and the 
PRESS DATE: 12 DAYS PRECEDING | agents who kept the geese healthy.” 


| Memorial service to R. J. Cruik- 
| shank will be held at St. Martin-in- 
the-Fields next Thursday at 12.15 
p-m. 
Printed by St. Clements Press Limited, Portugal Street, Kingsway, London. W.C.2, for the proprietors, Business Publications Limited, 
registered offices: 180 Fleet Street, London, E.C.4, England (Waterloo 3388). 
Advertisement, Editorial and Sales office: Mercury House, 109-119 Waterloo Road, London, S.E.1 (Waterloo 3388). 
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sr Ernest Ingham. Mr. Sykes joined 
‘ | of Outdoor Publicity Ltd. 
2p At a Ministry hearing of an 
i | appeal by Claude-General Neon 
- Lights Ltd. against a decision by 
¥ EP 7 ee 
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